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ony SBICCA-DEL MAC 


can give you these fine-shoe qualities 













Today, the single -split sole method of shoe-making your command for making new customers and 
is universally recognized as the most modern, eco- bringing old ones back for ALL their shoe require- 
nomical and efficient way of making fine shoes that ments. It will pay you to INSIST ON SBICCA-DEL MAC 
has ever been devised. For this process alone can CONSTRUCTION whenever and wherever you buy. 


acl ips a wee of at a IF YOU ARE A SHOE MANUFACTURER, 
on ee Pus eee ee you will find, that exclusive use of the 


lightness and increased style. Sbicca-Del Mac method will mini- 
mize or eliminate some of your most 
vexing sales and production problems. 





























In the past few years, Sbicca-Del Mac 
licensees in the United States alone 
have produced (and sold) MILLIONS OF 
PAIRS made by this advanced method. 
And each year, as new millions of 
women discover the virtues of Sbicca- 
Del Mac construction, this huge total 
continues to soar. 

















IMPORTANT! 


The construction can be identified 
beneath the sock lining in all 
footwear made by the Sbicca-Del 
Mac single-split-sole method. 




















IF YOU ARE A SHOE RETAILER, fine 
shoes made by the Sbicca-Del Mac 
process are the most potent magic at 










SBICCA-DEL MAC, ine. + Ewpme state 
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AT this stage of the season, we 
establish definitely the buying be- 
havior—that the public wants what 
it wants when it wants it. In for- 
mer seasons, the public thought it 





was smart to buy early, to be ahead 
of the parade of fashion. Now it is 
satisfied to be in the “swim” in 
season. 

It should be obvious to most mer- 
chants that this is one year when he 
can prolong his white season well 
into August for, at the moment, 
white is king and dominates 99.44 
per cent in window display and fit- 
ting stool demand. So the clear- 
ances, when they come, will not be 
the traditional heroic gesture of 
throwing away profitable shoes 
through clearance in the height of 
the season. At least we have prog- 
ressed that far this year. 

* * * 


S¢9LOSS LEADER” legislation is 
riding through the legislatures of 
the land and the record this year 
shows that for every two fair-trade 
practice laws enacted, three were 


, 
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rejected. The majority of the laws 
require 6 per cent mark up above 
cost of goods sold at retail and a 
2 per cent mark up by wholesalers. 

Statutes to prohibit the use of 
“loss leaders” and price cutting 
were passed in the Assemblies of 
Florida, Connecticut, Rhode Island, 
Maine, Alabama, Wisconsin, Idaho 
and Washington. Proposed fair- 
trade acts failed of passage or were 
vetoed in Missouri, South Carolina, 
Oklahoma, Nebraska, Iowa, Mary- 
land, Kansas, Michigan, New 
Hampshire, Vermont, New York 
and North Carolina. Legislation 
enacted in California included a 
measure providing that retailers 
selling goods on consignment must 
not ask below market price for it. 





S6NMEN CAN TAKE IT” is a new 
book by Elizabeth Hawes, pub- 
lished by Random House. 

Elizabeth Hawes, often called 
America’s “Number One” female 
designer, has written 275 punchy 
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pages, bawling men out for being 
uncomfortably dressed, and why 
don’t they do something about it? 
She tells you what to do, too. 

If you want to get a cross-section 
of what the men’s wear industry— 
everything from shorts to shoes to ° 
wives—will face in the near future, 
“MEN CAN TAKE IT” will be a 


very wise two dollar investment. 


. * * 
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@RDINARILY when E. T. Bum- 
pous, vice-president of General 
Shoe Corporation, empties his pen- 
cil sharpener box, he pays little 
attention to the process. Few people 
would pay and attention to it. But 
late one night six months ago, when 
the Nashville shoe executive was 
working after hours in his office, 
the simple procedure of dumping 
more pencil shavings into the waste 
basket took on a sharp significance 
for his Jarman Shoe Company. 
Mr. Bumpous had been hard at 
work preparing an address he was 
scheduled to deliver before the Ad- 
vertising Club of New Orleans, the 








following week. Right in the middle 
of a paragraph, his pencil point 
snapped. He stepped over to the 
pencil sharpener, put a new point 
on his pencil and was about to 
resume his work when he noticed 
the sharpener was overflowing with 
shavings. He removed the box and 
dumped the shavings out. As he did, 
he immediately noticed the attrac- 
tive aroma of the cedar shavings. 

And, to make the story brief, it 
was in that instant that he conceived 
the idea of Jarman “Cedar-Cured” 
shoes. After thorough laboratory 
work, Mr. Bumpous found that 
calfskin could be treated with a 
preparation containing the essence 
of oil of cedar—with the resulting 
faint and pleasing aroma of cedar 
in the upper leather. 

That the “Cedar-Cured” idea pre- 
sents attractive merchandising pos- 
sibilities to shoe retailers is evi- 
denced by sales reports received 
from the first six weeks’ travel by 
Jarman salesmen with their Cedar- 
Cured samples. These styles head 
sales of Jarman custom grade shoes 
for the period and executives of 
General Shoe at Nashville are con- 
templating putting Mr. Bumpous’ 
pencil sharpener in a prominent 
place of honor among their factory 


exhibits. 


A. W. SHIVERTS of Rocsil’s Shoe 
_ Company, Oakland, Calif., tells us: 

“In my humble opinion, shoes 
have never been so diversified and 
beautiful; women have never been 
more shoe-conscious, their feet never 
more attractive; but like most good 
things, this privilege of beautiful 
selection in shoe styles has been 
abused and is now being discour- 
aged to such an extent that some 
merchants would like to go back to 
the old staples and buy twice a year. 

“I believe that every style the 
past season, including open backs, 
has a place; but every retailer does 
not have a place for every style. 
Extreme shoes such as open backs 
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PEOPLE MAKE VALUES 


—Joe Zilch wants to know_""What 
makes Values?" 

—Is it demand, or supply or com- 
petition or what? 

—There is one thing, and one thing 
only that makes values—and that 
is > 

Fhe Fe og city well-stocked with 
goods but without one single in- 
habitant. 

—All this merchandise, millions of 
dollars worth perhaps, would 
have no value whatsoever. 

—And if that city had one inhabi- 
tant only, there would still be no 
value, except so far as that one 
inhabitant's ability to consume 
would give a certain personal 
value. 

—lIt takes people, more people and 
still more people to create 
values— 

—And the busier they become mak- 
ing and buying and selling and 
using and wearing out things, 
the more stable and permanent 
do values become— 

—To understand ple, their pe- 
culiarities and their needs, is one 
of the first essentials to value- 
making. 
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belong in certain stores and are 
perfect for certain occasions They 
should add volume to our industry, 
if properly promoted and sales- 
people trained to sell the open back 
and extreme shoes for sitting around 
and not for doing a day’s shopping 
or hiking. 

“Shoes such as the open backs 
and toes, should always have a 
place in stores catering to the novel- 
ty trade and should sell in a limited 
way; but, if taken up by stores that 
cater to women who, because of 
economic pressure, can only afford 
one pair of shoes for all occasions, 
such a store putting these shoes in 


will either have a hard time selling 
them or will make many bad feet 
and enemies. 

“In behalf of this extreme foot- 
wear many will agree that women’s 
feet never appeared smaller and 
lovelier when wearing such shoes at 
bridge and cocktail parties, etc. 
I feel sure that there is a place for 
such shoes in limited amounts for 
smart wardrobes; but never to take 
the place of a closed back shoe. 
These are extra shoes! 

“May I suggest that the Boor 
AND SHOE REcorDER, that has done 
such good work for the shoe indus- 
try, start a campaign toward get- 
ting the shoe retailers working to 
make the consumer conscious of 
the fact that we do have special 
types of shoes for the different oc- 
casions and that one pair of shoes 
will not give satisfaction when used 
as a dress and a walking shoe. 

“Slogans might help—such as: 
‘Buy working shoes for working’; 
‘Buy party shoes for parties’; “Buy 
special shoes for special work.’ 


“As an industry do not let us 
discourage extreme shoes; but as a 
store—let us stay within the realm 
of our possibilities. Too many re- 
tailers are now trying to cover the 
entire field, with the result that they 
do a poor job as a whole.” 

BB LESSED EVENT — A daughter 
was born to Mr. and Mrs. August 
Fries on Wednesday, June 14, at 
Harkness Pavilion in New York. In 
the shoe trade, Mrs. Fries is known 
as Ruth H. Kerr, nationally re- 
nowned Style Analyst and Author. 


S YDNEY WOODERSON, famous 
British runner, displayed rhythmic 
power in the Princeton mile recent- 
ly. For a week he had been testing 
the Princeton track and found it 
“the fastest I have ever been on.” 
Some shoe men were watching him 
in practice and later discovered 
that he had a size 4 shoe and yet his 
stride was a good 6 ft. 6 in. and he 
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has a rhythm in his running that is 
remarkable for its smoothness. He 
weighs “nine stone” or, as we term 
it, 126 pounds. 

To show how important feet are 
to a runner, John Kieran, sports 
writer for the New York Times, 
said: 

“Track fans may remember that 


Wooderson was expected to be a’ 


keen contender in the Olympic 
1500-meter event at Berlin in 1936 
and he didn’t even qualify in his 
heat. He had a bad foot and limped 
home in the ruck. What gave him 
the bad foot was explained over the 
luncheon table. Many months be- 
fore the Olympic games, Wooder- 
son had been playing tennis and a 
ball went off the court into some 
heavy grass nearby. Instead of pick- 
ing it up, Wooderson lightheartedly 
gave it a kick toward the court and 
in doing so he kicked a rock that 
was nestling in the grass. Through 
his light tennis shoe the effect was 
painful. Though he didn’t know it 
at the time, he had chipped a bone. 
He forgot to mention the tennis in- 
cident to his trainer, A. G. Hill, 
former Olympic champion, and his 
limp in training was thought to be 
due to a sprain that would heal 
quickly. It wasn’t until after his 
Olympic failure that the chipped 
bone was discovered and his foot 
fault on the tennis court con- 
fessed.” 

Hi, R. H. PRINCESS MARTHA 
of Norway wore a suede riding out- 
fit at a special celebration in her 
honor at Helena, Montana, recently. 
It was designed for her by Rudy 
Mudra’s Saddle Shop of Sheridan, 
Wyoming, and was made of Law- 
rence’s Sugar White Chamois Chev- 
rita. The buttons and belt buckles 
of this unusual suede suit are of 
sterling silver. Foiled rose crystals 
and nickel spots were subtly ap- 
plied as ornaments to represent 
Montana sapphire and silver, two 
products of the State. A white hat, 
white and blue trimmed boots and 
buckskin gloves were worn by Prin- 
cess Martha with her white suede 
suit at this special celebration. 

* - * 


_ MAR. AND MRS. W. D. WRIGHT 


_ of Scruggs & Wright, Spartanburg, 


S. C., have been doing the New 
York World’s Fair—and paid us a 
friendly visit in continuance of a 
friendship through the reading page 
of the Boor anp SHoE RECORDER 
for a full thirty-six years and face- 
to-face for a generous slice of that 
time. He reports a good season 
ahead for the famous store of 
Wright and Scruggs, which has 





occupied the same site for thirty-six 
years; recently remodeled and mod- 
ernized to fit into the picture of a 
smarter selection of shoes by men, 
women and children of the South. 

The reason for his optimism is 
the fact that eighteen cotton mills in 
Spartanburg County have received 
orders, continuing a high rate of 
production, which translates itself 
into the purchase of shoes and 
wearables. He says that merchants 
in the county have enjoyed a rapid 
rise of trade because of better wages 
and shorter hours. Five years ago 
mill operators worked long hours 
and received little pay and anyone 
could note the girls working in the 
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mills were stoop-shouldered, sallow 
and tired but ever since the NRA 
and the hour and wage legislation, 
the young women at work revealed 
that the extra rest and recreation 
contribute to their well-being. 

In the bitter past, cheap shoes 
were the only ones they could buy. 
Now that wages have become real, 
there is a definite grade-up in 
quality and selection; a very signi- 
ficant factor in the progress and 
prosperity of a community. 

His quest at the World’s Fair was 
for ideas and inspirations for the 
betterment of service and trade at 
home. 

. * * 
THE addition of another unit has 
completed the air conditioning and 
cooling of all three floors now 
occupied by the Colonial Tanning 
Company at 201 South Street, Bos- 
ton. This is fortunate, in the opip- 
ion of Kivie Kaplan, because, as he 
comments—“‘Many of the customers 
who have been coming in and have 
been hot and bothered about various 
matters, have cooled off quickly.” 
His company, he adds, in extending 
an invitation to all members of the 
trade to come in and enjoy them- 
selves, “is receiving a lot of visitors 
they ordinarily wouldn't receive 
during this hot and humid weather.” 
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"We've been trying out your idea of a rocker bottom sole with military heels. 
It has a tendency to make the wearer fall on his face." 
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5. The new strap outline is graceful 
here in per 


and well-fiting- Shown 
forated light gree” suede with match- 
ing kid quarter, heel and lacing. 


Johansen Bros., Shoe Co. 


eyelet 


graceful patert leather 
appliqué heel makes 0” attrac- 
tive comfort shoe. Miller Shoe Co. 


7. Wine kid combined with matching 
i . The softly 
well chosen 

















Flowing Lines 
And Fluoreseent Lighting 


Above—Accessory room in 
front, looking to the rear of 
ply This room is oval- 
, setting it somewhat 
apart from the shoe fitting 
section. Here the hosiery, 
bags, costume selec- 
tions are made. Note new 
lighting fixture. 


THE newly opened Gude branch store in Pasadena is a most attractive 
contribution to the many interesting shoe stores and shoe departments 
recently opened in the Los Angeles area. Both within and without, this 
store exemplifies a restrained use of the modernistic architectural treat- 
ment. Simple, flowing lines give a classic grace to the interior whose 
walls are done in natural colored grass cloth with wainscoting in natural 
finished woods. The store front is in Travertine. 


Aside from being so very charming in appearance, the way and man- 
ner in which this shop is lighted is noteworthy. All lighting is done by 
the means of the fluorescent tubing system which gives an absolute day- 
light light that does not reflect any heat. This light is subdued, yet hav 
ing all the advantages of clear, bright sunlight, so is perfect for matching 
and selecting colors. It is used throughout the store from the small, inti- 
mate show windows, the main part of the sales rooms and even to the 
exquisitely appointed poudre room. 


Women’s shoes selected for those preferring the youthful appearance are 
featured in a $4.95 to $11.75 price range. 
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Front is of Travertine. Trims are of 
architectural bronze. Glass bricks around 
the entrance give added light as well as a 
distinct smart look. Six individual win- 
dows do a superb display job. 


Interior view, facing front, showing the 

new ideas incorporated in store design- 

ing, arrangement and lighting. Walls 

are papered in natural colored grass 

cloth of interesting texture. Store is car- 

peted, upholstered and draped in rose 
beige monotones. 


Simple, Dignified Interior Treatment Lends Charm to Newly 
Opened Gude Store in Pasadena, while Subdued Daylight 
Illumination Creates an Atmosphere Most Conducive to the 
Selling and Fitting of Fine Quality Fashionable Footwear 
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Vivid Values! Colorful Clearaway! 


COMPETITORS offer equal opportunities in savings, 
sizes, styles and service. Customer interest in clearance 
sales falling off. Can’t afford to put too much money 
into a clearance sale campaign. And you certainly have 
to get rid of the season’s left-overs. All of which seems 
to lead to a difficult promotion problem—yet it’s solv- 
able with a simple, inexpensive idea that combines a 
catch-line and color to drive home the most important 
thought in your sale, VALUES, and make your sale ads 
and displays stand out in a whole town full of clear- 
ance sales. 

In the amusement section of the New York World’s 
Fair, a whole group of girl shows and other attractions 
strive to out-do each other with their noisy ballyhoos, 
dragging the crowds from one entrance to another with 
all sorts of stunts. But there’s one show (probably the 
biggest one) that is relying a great deal on other means 
to build up its business, and seems to be getting it. 
Of course, there are the usual barkers at the entrance 
to Billy Rose’s Aquacade to capture the attention of the 
passing crowd, but this show is advertised in a series of 
eight-inch ads in the amusement sections of the daily 
papers. 

Thus the reader is sold on the idea of visiting the 
Aquacade show before going to the Fair and very 
likely remembers it as one of the places not to be 
missed. Incidentally, a large electric sign on the New 
York State Ampitheatre, where the show is staged, re- 
minds the visitor when he does get to the Fair. It is 
Mr. Rose’s belief that success in the show business de- 


Above—Simple, inexpensive, yet 


pends upon creating a good show, and then telling 
people about it. 

The idea of doing something different to gain atten- 
tion and attendance for your sale is parallel. An ordi- 
nary sale announcement and the usual dull window dis- 
plays will get very little attention—certainly they will 
not give you an edge on your competitors. Nor will 
simply trying to be “louder” by using more superlatives 
get you very far, for superlatives lead to exaggeration, 
and we know that bunk and bombast always backfire. 
The public may not mind being fooled a quarter’s worth 
at a side show (they don’t expect to go back anyway) 
but they are not going to stand for it when they buy 
shoes. However, they do like an interesting presentation 
of an old idea, such as sale savings. 

Combining the catch-phrase “Vivid Values” with a 
colorful display dramatizes the strongest promotion 
angle of your sale set-up—the economy of getting your 
good shoes at such substantial savings. Color is used 
to catch the eye, give atmosphere on the store, and to 
identify the different prices featured in the sale. Good 
strong colors should be used to emphasize the idea of 
Vivid Values. 
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With All Your Competitors Having About an Equal Set-up 
in Sale Prices, Sale Values, Size Ranges and Style Assort- 


ments, It’s Up to You to Find a Different Promotion Angle 


from the Ordinary Sale Announcement to Assure Atten- 
tion and Attendance. 


cardboard 

flowers in a number 

of bright colors can be 
suspended from the ceiling 
or arranged on ledges for 
effective decorative spots. 


A simple window setting can be arranged by using 
a large cut-out sign “Vivid Values” in red against yel- 
low or mixed colors against white on the upper half 
of the window background, with a sloping panel from 
a point a few inches below the lettering to the front of 
the window on which the shoes are arranged in price 
groups,each with its price sign in vivid color. At the 
bottom of the panel the wording “featured in our ex- 
citing July Clear-away.” The color and shape of the 
price tickets or cards used in the windows should be 
repeated in the price tickets attached to the shoes. While 
this may a bothersome detail of no importance, 
remember that it is the attention to such details, all 
added together that make a sale more successful. 


THE bright colors should be repeated in the store 
decorations to give the proper atmosphere—something 
important happening! This not only creates a better 
buying mood among the customers, but will help to 
pep up the sales people and overcome the tendency to 
careless service. And keeping the sales force “sold on 
selling” is important to the success of your sale. They 
need and appreciate the moral support that the atmos- 
phere created by colorful, appropriate decorations will 
give them. 

Colors in your ads are not so easy, but here you have 
“Vivid Values” and price cut made in the shape decided 
upon for show cards and price tickets used in the win- 
dows and in the store. And your merchandise descrip- 
tions of the shoes included in the various price groups 


by BR. E. ANDRUSS 


can be made informative—really telling the reader 
about the merchandise offered at each price. 


Vivip VaLues in Our Excitinc Juty CLEARAWAY 
Colorful clearance! And every color indicates a dif- 
ferent group of Store Name shoes at a hard-to-beat sav- 
ing. It’s a glorious opportunity to freshen your Sum- 
mer shoe wardrobe, to choose those vacation shoes you 
need, to enjoy the fine character and quality of Store 
Name shoes at dramatically low prices. 
Watch for the colored tags that tell the story of 
savings! 
In Our Exciting July Clearaway 
Vivid Values in Shoe Successes! 


All marked down from our own higher-priced stocks! 
Broken lots of all the best-selling models of this season 
are included. No matter what type of shoe you're look- 
ing for, you're likely to find it in this sale. Many are 

[TURN TO PAGE 32, PLEASE] 
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STORE NAME 










































IF yesterday's stock check 
6 disclosed a condition that 
makes a clearance sale advis- 
able, then you had better 
make your plans at once. The 
end of this week would proba- 
bly be an excellent time to 
start your sale if you can be 
ready in time. Name scle 
prices that will surely move all 
old stock! 





10 YOU may want to re- 
arrange your ay 
displays somewhat today, but 
you should continue the same 
Kind of displays you had last 
Saturday, featuring any spe- 
cials that you may have. In 
July people are “sale-minded" 
and are looking for bargains. 
Do your windows give the im- 
pression that you have them? 


i 








Retail Shoe Store 


CALENDAR 


3 CHANGE all your win- 

dow displays today. Ar- 
range a patriotic display for 
July 4th in one section, and 
plan something to replace it so 
that you can make the change 
early Wednesday morning. 
Have this replacement trim 
all ready before you leave the 
store tonight. Change all win- 
dow display cards today. 





7 IF you're having a clear- 
ance sale beginning to- 
morrow, then you know 
to advertise today. If you're 
not having a sale, but do have 
one or two numbers you want 
to clear, it would probably be 
best fo feature these in a 
rather small ad, and depend 
on the sale advertising of 
others for Saturday business. 


11 IF you are having oa 

July clearance sale 
then no doubt you send out 
some sort of a mailing to your 
customer list telling about your 
sale. If you are not having a 
sale why not send out a mail- 
ing card each week this month, 
featuring on each card one or 
two good specials on numbers 
you want to clear? 


15 WH AT has your compe- 

tition been doing Ae 
omribalie les this month? Hav 
you been go get 
seeing that you have oF 
that are com pga 9 Ae your 
own windows F fad bao yee 
been m — 2A when 
they sta their sales, etc., 

es ae will have it for 
pa all nce next year. 
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For JULY 

















4 INDEPENDENCE DAY. 
Your last chance to re- 
lax and forget about the shoe 
business until Labor Day. You 
had better take advantage of 
it! Return to business tomor- 
row with mind refreshed and 
body rested, prepared to 
profit through promotion of 
vacation and outdoor foot- 
wear through the Summer. 


8 THIS is sale season. 

Whether you are holding 
a July clearance sale or not, 
it would be advisable to give 
your windows a sale appear- 
ance because the streets will 
be filled with bargain shop- 
pers. A few good specials in 
your windows will have a very 
important effect on your busi- 
ness these days. 


12 THIS is the day to go 

through your stocks and 
make the weekly check. It 
should not be such a task this 
month, because your stock 
should be at its low of the 
year, in preparation for in- 
coming Fall and Winter stock. 
This would be a good day to 
check over your stock of win- 
dow fixtures, too. 
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Vacation Time Really Gets Under Way in July, and This 
Month Should Be an Excellent Time to Go After That 


Extra-Pair Business from Vacationers. 


Summer’ Stocks 


Should Be Cleared in Preparation for the New Fall Lines 
Which Will Begin to Appear the First of Next Month 


17 WHAT are you going 

to feature in your win- 
dows this week? If stock con- 
ditions will warrant it, how 
about a promotion on hosiery, 
featuring special prices on 
purchases by the box? Or, 
how about a promotion on 
children's footwear wi 
impressive window? This should 
be done monthly, at least. 


91 IF you gave hosiery a 
special promotion in 
your windows this week it 
might be worth while to fea- 
ture this important line in an 
impressive od today. At this 
time of year it is as big a vol- 
ume line as anything in the 
store, and it does respond to 
promotion. Feature one or two 


rt z i 
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18 IF you have not given 

your mailing list a thor- 
ough going over in the last 
six months now would be o 
good time to do this. Make 
sure you have brought it up 
to date as regards new cus- 
tomers, removals, deaths, etc. 
An out-of-date mailing list is 
an expensive thing to use. 


99 IT is quite apt to be 
difficult to stir up much 
business on these midsummer 
Saturdays. If you're featuring 
hosiery this week how about 
using the telephone today to 
call your best customers and 
tell them about your special 
box prices? It will no doubt 
produce some business you 
would not otherwise get. 


9 THIS is the last time 

you will have to make 
the weekly stock check in July 
and probably the last time 
you'll not have to take Fall 
stock into account, for new 
Fall lines should be arriving 
any day now. Have you set up 
your system to take care of 
them? And are you going to 
cash in on this weekly check? 


19 THE day for your week- 

ly check of stocks, and 
even though it may not seem 
so necessary at this season of 
the year, do not neglect it. 
This would be a good time to 
analyze the method of check- 
ing and record keeping you 
have been using in order to 
see if it can be improved for 
the Fall season. 


97 THIS would be a good 

day to sit down and do 
some advance planning, not 
only for the month of August, 
but for the entire Fall season. 
Your entire year's profit, more 
or less, depends on how good 
a job of SELLING you do dur- 
ing the next few months. You 
cannot do a good selling job 
unless you PLAN in advance! 


31 HAVE you received any 

advance Fall styles? If 
you have it would be good 
business to feature them in 
your windows this week. Folks 
are tired of the old styles, and 
the Summer sales. If you can 
show them something new 
you'll get their attention. Are 
you all ready for August? 


20 HAVE you given any 

thought to your window 
and interior trim for the Fall 
season? It is really not so long 
until you will be ready for the 
new season, and a little time 
devoted to planning now 
would be a good investment. 
What can you do to give your 
windows a “different” appear- 
ance for Fall? 


94 IT is a tough job at this 

season of the year, but 
don't “let down" on your win- 
dow displays. It is really more 
important that you have inter- 
esting, “selling” displays now 
than during the height of the 
season. Good window cards 
will go a long way toward mak- 
ing your windows attention- 
getters. 


28 HAVE you some odds 
and ends of Summer 
stock and some slow sellers 
that you would like to close 
out before August |? Ther 
why not have a one-day, month 
end clean-up sale tomorrow? 
Prepare a good strong ad for 
the paper telling about your 
bargains. Emphasize that 
quontities are limited. 











Tee bilas 


OUTLOOLM 


THERE is a form of justice that brings about payment 
in full for every act of one’s life. Do a dirty deed and 
it spanks back. The merchant cancels an order on the 
manufacturer, and he in turn cancels on the tanner, but 
that poor fellow has to chew leather and like it because 
he can’t put the hide back on the skinned cow's back. 

Somebody pays for it all—in fact we all do. This is 
the age of cunning and the pity of it is that “It’s Smart 
To Be Cunning.” Some go so far as to say: “It’s Dumb 
To Be Honest.” It’s all a part of the mess of repudia- 
tion of signed agreements, internationally; and oral 
agreements, commercially. 

Once upon a time a man’s word was as good as his 
bond. Today, unfortunately, some men consider their 
bond a scrap of paper and their O.K. a weasel word. 
It’s no wonder that there is a feeling in the trade that 
the only thing that’s real is a check that won’t bounce 
back. It is rumored that a major cancellation was fol- 
lowed by the suicide of the manufacturer. The most 
terrible indictment of “a way of business.” 

The one historic case that stands out in the art of 
returning goods is the one where a merchant called up 
a manufacturer on the long distance telephone and said: 
“Will you accept two cases of shoes that I am return- 
ing?” The manufacturer, considering it a piker item, 
said yes. Lo and behold, when the shipment arrived, 
it was two piano cases packed tight with shoes. Legally 
it was two cases—but morally it was a cunning trick. 

Why is it that it is only in the field of retailing that 
these practices show an increase? In the heavy indus- 
tries, capital goods, etc., an order is a contract, 
signed and delivered in good faith. In fact, no pro- 
duction starts until the order is passed by the credit 
ee ee 


The petiod of speculative advance manufacture is over 





Neo Pistol Is Pointed at Your Head 
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by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


There are many extenuating circumstances in the play 
of business but there is no pistol at your head that 
forces you to buy what you don’t want. Super-sales- 
manship filled every American store and home in 1929 
with over-bought stocks, real estate, automobiles, house- 
hold articles, clothing and luxuries. There was no limit 
to the spendthrift. The inevitable day of reckoning 
came round—and we have suffered for ten years be- 
cause of the fool’s paradise of the era ending 1929. 

In all probability we will rise to some similar orgy 
of spending again. In fact I have a feeling that we are 
on the way now. But the American public paid its 
debts of °29 to stores, almost to the final dollar—for 
the installment payments of the last decade register 
97 per cent paid in full. If the public pays and pays, 
then why is it that some merchants, some manufacturers 
and some supply people operate their businesses in 
such a way that every act has its cunning avenue of 
escape from payment? 

Perhaps the time has come for operating busi- 
nesses on the basis of “no making” unless the 
order is guaranteed. No shipments unless the 
order is bona-fide. No business without records. 
Records do have a way of speaking in cold, in- 
disputable terms. Certainly the time to make a 
declaration of policy is right now. If business is 
perceptibly on the mend, every business man can 
insist upon written contracts, written orders and 
written agreements. 

Isn’t it strange that when you buy a piece of real 
estate, or lease a store, you pass papers that are checked 
and verified and examined by lawyers—yet when mer- 
chandise is ordered, some merchants (so-called) go 
into a hotel sample room and over the bottle tell the 
salesman in casual words to write out an order, ship- 
ping goods that he knows contain “bounce-back” pos- 
sibilities. A merchant may invest more money on a 
casual order, so given, than in the purchase of a house 
[TURN TO PAGE 32D, PLEASE] 
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A STRAIGHT LIWE TO YOUR SUCCESS 


PRODUCT INFLUENCE 


Records Prove That 75% of All Health Spot Shoe Business 
Is the Direct Result of Product Influence 


| f One Easend ) 
Repeats\./ Telling ‘e Prescriptions 


Another ( 














This Reeord Has Been Possible Because ... 


Health Spot Shoes have a background of twelve years’ continuous research and 
conscientious effort in one direction—producing an orthopedic shoe that will answer 
the public’s need for foot correction and foot comfort. 

Health Spot Shoes are the result of an accumulation of thirty years’ experience and 
inventive genius stimulated by one ideal—to make a better product that will give 
value and better results to those who buy it. 

Health Spot Shoes have the advantage of continuous improvement in lasts and 
patterns, and exclusive patented manufacturing processes which produce the best 
fitting line of orthopedic shoes in America for Men, Women and Children. 


Health Spot Shoes have an educational program which calls the attention of the 


public to their need and teaches the dealer to render exceptional and unusual service. 


Health Spot Shoes are gaining in popularity and public acceptance because 
thousands of men and women everywhere have learned that it takes a sturdy, well- 
made shoe such as the Health Spot Shoe to straighten up weak feet and hold 
them straight. 


It’s easy to build a profitable business in any community with Health Spot Shoes. Write 


for information how YOU can cash in on the Product Influence behind Health Spot Shoes. 
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SIDNEY W. WINSLOW, JR. 
Chairman of the Board 
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HAROLD G. DONHAM 
Executive Vice-President 


U. 8. M. C. OFFICERS ARE PROMOTED 


Three Top Executives Moved Up To New Responsibilities 


@N June 14, the flag on top of the golden peak of the 
U. S. M. C. building was raised to the top in salute 
to three new officers, elected at the regular quarterly 
meeting of the Board of Directors. This is a significant 
year in United Shoe Machinery Corporation history— 
the fortieth anniversary of its inception and the rise of 
the corporation from a little office to a building that 
dominates the Boston skyline. The immensity of the 
whole enterprise—its gigantic factory at Beverly, 
Mass.; its offices and plants the world over, is all the 
outcome of the ideals of the founders: “EFFICIENT 
SERVICE—ALIKE TO ALL.” 

Sidney W. Winslow, Jr., who has served as president 
of the corporation for the past twelve years, was pro- 
moted to the office of Chairman of the Board. This 
title has remained vacant since the death of Edwin P. 
Brown in February, 1934. 

Albert W. Todd, who has been vice-president of the 
corporation, was then elected President. 

Harold G. Donham, also for some years vice-presi- 
dent, was elected Executive Vice-President. 

In addition to the duty of their offices, they will con- 
tinue as members of the Executive Committee. At the 
same meeting all other members of the corporation 
were reelected to their respective positions. 

It is emphasized that as Chairman of the Board Mr. 
Winslow will have opportunity to devote attention to 
phases of the corporation’s affairs in which he is par- 
ticularly interested and all its broader policies, giving 


to his associates much of the detail that has previously 
come to his desk. 

Albert W. Todd, the new President, was born in Bos- 
ton int 1884, educated in the Boston schools and later 
specialized in engineering. He entered the employ of 
the then United Shoe Machinery Company in 1901 and 
has successively been the head of one of the operating 
departments, Superintendent of Agencies, Assistant 
General Manager, General Manager, Vice-President and 
member of the Executive Committee. Mr. Todd has also 
been actively interested in the foreign affairs of the 
corporation and has spent a portion of his time each 
year abroad in the corporation’s interest. His world- 
wide knowledge is of great importance at this time. 

Harold G. Donham, named as Executive Vice-Presi- 
dent, has been with the corporation since its organiza- 
tion, moving up to his present position through suc- 
cessive promotions and by wide experience in legal 
administrative work. He became vice-president in 1917 
and has been senior vice-president since the death of 
John H. Connor. In this capacity he has also been a 
member of the Executive Committee of the corporation. 

Thus leadership of the United Shoe Machinery Cor- 
poration finds these three officers in their prime of life 
and in good health, outstanding men of accomplishment 
made so by their own efforts. They are known to shoe 
men everywhere for they have made it a point con- 
stantly to contact shoe manufacturers, shoe retailers 
and men of the industry. 
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It is surprising what a few cents can do in grading up leather 
soles and so help in establishing a profitable price for men’s shoes. 
Paying a little more per pair above the price of ordinary leather soles 
and getting soles that are “tops” in quality, can conceivably make shoes 
worth a dollar or two more to the wearer. 


This being the case, it is easy to see if your mark-up has an 
equitable relation to the slightly higher cost of extra fine leather soles 
and the satisfaction those will obtain who purchase shoes carrying such 
soles, the selling price will pay better and still place no penalty on a 
favorable turnover. Merchandising experts know, it is not the price 
but the reason for the price that makes business. 


It is our belief that the answer to your desire to sell more men’s 
shoes right, can be found in offering customers something surprisingly 
good in a footwear feature and telling them what they are getting in 
value. Use of Kistler “BENCH BRAND” Sole Leather gives you that 
opportunity. Try some numbers of men’s street, dress, sport or work 
shoes from lines of leading manufacturers using our sole leather. You 
will then see that we are justified in claiming—“Your investment will 
return dollars in sales”. 

N.B. . . . It's an advantage in buying to have the names of 


shoe manufacturers making shoes that carry KISTLER 
BENCH BRAND" LEATHER SOLES. Write us for them 


>| LERZFIRST GRADE 


Ww 


) 


CHART OF A SIDE 


sOLes 
PART COVERED BY 
OUR TRADE MARK. 


FOUNDED - 1840 
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 —<<«——=— WESTERN DEPARTMENT IN CHARGE OF BERTRAM URBAN, 1012 NORTH THIRD STREET, MILWAUKEE, WISCONSIN 
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“Thank You” Cards to Doctors 

“Thank You” cards sent to doctors 
in acknowledgment of business they 
have sent the store have proved excel- 
lent good will and business builders 
for the Republic Orthopedic Shoe Co. 
of Denver, Colorado. 

“The cards are much more effec- 
tive than telephone calls, which we 
formerly used,” say proprietors A. C. 
Haaker and D. Lollar. “Every cus- 
tomer sent in by a doctor should be 
acknowledged to that doctor. It is a 
gesture of gratitude that builds good 
will and future business. But it 
shouldn’t be made a nuisance to the 
doctor. We found when we expressed 
thanks by phone that we often con- 
tacted the doctor at just the wrong 
time and irritated him more than 
making him aware of our apprecia- 
tions. The cards on the other hand 
have the desired effect without any 
chance of giving offense.” 

* se . 





“You'll Ride to the Fairs . . . But 
You'll Walk When You Get There!” 

A number of stores have used this 
ad line from the Recorder. 





A Boot and Shoe Recorder Department 
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by JOHN F. W. ANDERSON 


Ready to Go Places All 
Summer Long 
The Young Men’s Shop, Washing- 
ton, D. C., believe that each customer 
can be sold more than one pair of 
white shoes for Summer wear. 
They promote four “musts” for 
every man’s Summer wardrobe: 
. . « “(a) a White Buck Quarter 
Brogue for dress-up . 
“(b) a White Buck and Tan 
Wing Tip for spectator sports .. . 
. “(c) a Cool Tropical Ventilated 
Oxford for business .. . 
. . + “(d) a White Buck Plain Toe 
Oxford with Red Rubber sole for 


leisure.” 
* * * 


Free Shines 


A frequently seen “traffic maker” 
in southern shoe stores is the shoe 
shine stand just inside the front door. 
All who enter are offered free shines. 
The store furnishes the stand and the 
materials. The colored attendant re- 
ceives no salary, but just works for 
tips. 





The Republic Orthopedic Shoe Co. 





sending in 








wishes to acknowledge with thanks the courtesy in 











We assure you that our every effort it to give com- 











Republic Orthopedic Shoe Co., Denver, Colo. sends this “Thank You” card 
to doctors who send 


customers. 


The Store with a Thousand 
Salesclerks 


A thousand salesclerks for a twenty 
by thirty foot store is the proud boast 
of the Red Cross shoe store at the 
New York World’s Fair. 

White shoe polish is given to the 
guides and to the attendants at the 
Fair opetated foot-aid stations with 
the expectation that they will recom- 
mend Fairgoers having shoe troubles 
or needing new shoes to drop over to 
the only shoe store within the Fair 
grounds. 

An ad is also run three times a 
week in the World’s Fair paper which 
is distributed free to Fair employees. 
A coupon is attached entitling the 
bearer to a free bottle of polish. 

Business so far has been better than 
expected. Miles of hard pavements 
have brought many a traveler in for 
foct comforts, Red Cross shoes or 
just for a rest. Manager Richland 
really expects the rush, however, dur- 
ing those hot July and August days. 

A smart promotion is making a 
success out of a store operated under 
high overhead. The idea shows how 
merchants in any town can draw cus- 
tomers by the distribution of free 
white shoe polish into the proper 
hands. 


Foot Health 


A well-known Atlanta retailer of 
health and orthopedic shoes, Dr. 
Parker invites all prospective cus- 
tomers to have their feet examined 
without obligation. 

One of his best inducements is— 
“You do not have to have foot trouble 
to wear Dr. Parker’s Health Shoes— 
you are just insuring your feet against 
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BEST IDEA OF THE WEEK 
A Men’s Den In A Women’s Store 
Tue Boorery, Sprincrietp, ILLINOIS 


O. P. Ideator—“1 was just about to turn around 
and walk out. This looks like a women’s store even 
though I was sure I saw some men’s shoes in the 
window.” 

Proprietor Jim Prillaman—“Don't walk out. There’s 
the ‘Men’s Den’ in the rear—situated so that you 
can have all the privacy you want in perfect ease and 
comfort.” 

O. P. Ideator—“Now 1 understand. The male cus- 
tomer can walk from the front door straight down 
the center aisle without weaving through a lot of 
women customers. If he enters from the side door, 
he can take two steps and he is in the comfortable 
leisure of the ‘Men’s Den’.” 

Mr. Prillaman—“You're right. I’m the same way 
and that’s why my brothers John and Karl and 1 
designed this store with an understanding of fellow 
man. We knew our shoe business would be mostly 
in women’s shoes, yet we felt that we could develop 
staple profits in a well planned men’s business.” 


O. P. Ideator—“Yes, in a men’s business that isn’t 
run as just a side line but as a complete department.” 


Mr. Prillaman—“Man’s best friend is another man. 
We've had all sorts of compliments about our ‘Men’s 
Den’ where a fellow can come in and shop in .a 
department that is completely separated from the 
women’s store.” 


O. P. Ideator—-“How right you are. And I notice 


that you have plenty of magazines for the customer’s 
comfort and even the Boot « SHor Recorper with the 
latest styles in shoes.” 


Mr. Prillaman—“And don’t forget those comfort- 
able easy chairs with convenient ash trays.” 


O. P. Ideator—‘Yes, and I notice that you have a 
table covered with men’s socks right in the middle of 
this shoe department.” 


Mr. Prillaman—“Yes, and there for a definite pur- 
pose. Easy to touch—easy to sell—is the way we 
feel about our display of men’s hose. We change 
them with the seasons and keep constantly alert for 
new styles. This is one of the best ‘plus profit’ sec- 
tions in our store and we feel proud that when we 
sell a man a pair of shoes we can go a step further 
and recommend socks that will fit into the style 
picture just as neatly as the shoes.” 


O. P. Ideator—‘“Next you'll be telling me that you 
make your clerks keep up with the latest style trends.” 


Mr. Prillaman—“You’ve taken the words right out 
of my mouth. We ask our men to keep up with the 
styles. We see that they dress themselves in good 
taste and color combinations as style dictates. For a 
man cannot recommend styles to the customer unless 
he sets a good example himself. We believe in prac- 
ticing what we preach. As a result customers look 
to us for advice and we give it knowingly so that we 
are cementing that customer’s business for the future. 
The average man generally buys in a _hit-or-miss 
fashion and doesn’t satisfy himself. Or worst of all— 
his wife advises him—with dire results.” 


0. P. Ideator—‘“I think you’ve got something there.” 








Shoe Socks 


Walk for Health 





MARSHALL FIELD Although their job really starts 


after the public’s feet go bad, the 
Health Spot Shoe Shop, Nashville. 
Tennessee, tries to keep the public 
as healthy as possible. The following 
card appears in their window: 

A 4MILE WALK WILL DO 
THESE THINGS FOR YOU 

Help banish worry and quiet nerves. 

Promote healthy sleep and rest. 

Help rebuild your body. 

Help get rid of excess fat. 

Strengthen your heart and lungs. 

Help your body remove poisons. 

Exercise every muscle and organ 
in your body. 

Help digestion and elimination. 

And, we might add, get you in 
excellent shape for the many miles 
of walking at the Fairs. 


Socks are usually worn inside the 
shoe, but the reverse is true in the 
shoe department of Walker Brothers, 
Wichita, Kansas. White shoes for 
women are encased in white socks in 
the shoe boxes and while they are 
being brought to the fitting stool by 
the salesclerk. In this way the shoes 
retain that bandbox appearance until 
they are sold. It has always been a 
problem to keep white shoes from 
becoming soiled just in ordinary 
handling and certain losses are usually 
expected. By the use of shoe socks, 
and careful handling this loss is 
turned into a profit. Not a bad idea 
in these times. 


* *# # 
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“M-E-S-H. You'll like the way the 
soft cotton mesh molds itself to the 
lines of the foot, the way the firm bands 
and panels of leather hold the foot.” 

(Chandler & Co., Boston) 


“Caring for Feet is Better than 
Curing Them” 

(Brass plate in the window of the 
Arthur Burt Shoe Store, Washington, 
D.C.) 
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“*IT’S the squeaking wheel that gets 
the grease.” 

Following a successful sales phil- 
osophy based on that thought, Martin 
W. Scherff, operator-manager of the 
leased, high quality women’s shoe sec- 
tion of the Bergner department store 
in Peoria, Ill., increased his May 
production this year by 52 per cent, 
as over the same period in 1938. 
Last year the shoe section did $5,536 
in business in May; during the 
month just completed, the unit added 
at least $3,000 to that figure. 

And that’s just the beginning of 
. this success story. 

Mr. Scherff assumed active man- 
agership of the Bergner shoe depart- 
ment, on which he has held the lease 
for 16 years, in August, 1937. In 
12 months following that date, he 
doubled his sales. April of this year 
was 57 per cent better than April, 
1938. A 53 per cent increase was 
noted in the period from February 1 
to May 1, 1939, as against one year 
ago. 

Now, because Mr. Scherff intends 
to keep his sales charts pointing up- 
ward indefinitely, Bergner’s have de- 
cided to remodel and increase the 
shoe facilities for him. 
On July 1 renovations will begin to 


World Your 





triple the sales floor space and stock 
room, and to add 20 more to the 
present 30 chairs. 

The Peoria retailer, incidentally, 
has “been around” in the shoe busi- 
ness. One of three major partners 
in the firm, Mr. Scherff traveled for 
24 years for the Pedigo-Weber com- 
pany of St. Louis, Mo. He visited 
all major cities in the northwest, be- 
tween Minneapolis and Chicago, dur- 
ing those years. As a traveler, he 
held all offices in the Illinois Shoe 
Retailers and Shoe Travelers asso- 
ciation at various times. Two years 
ago Mr. Scherff came back to his 
own shop at Bergner’s.. He immedi- 
ately plunged into the retail side of 
the Illinois shoe association’s set-up, 
and in May he was elected president 
at the state convention in Peoria. 

Mr. Scherff, who entered the shoe 
business as a clerk in the now long 
defunct Schnellbacher retail com- 
pany in Peoria, and where he served 
an “apprenticeship” of 17 years, ex- 
plains his “squeaking wheel” phil- 
osophy as follows: 

“To put it in a nutshell, you can 
be a successful shoe man only if you 
KNOW shoes and if you apply 
plenty of good, common horse sense 
in selling. . . . Make enough ‘squeak,’ 
or noise, all pleasant, to attract cus- 
tomers. Don’t be afraid to adver- 
tise. Offer high quality, up-to-the- 
minute styles and merchandise. Keep 
your sales staff enthused and happy. 
Practice sincerely and wholehearted- 
ly on that old but ever true saw that 
‘the customer is ALWAYS right.’” 

The veteran shoe man from Peoria 
adds that “having the franchise for 
good lines is two-thirds of the suc- 
cess story in retail shoe selling.” His 


How a Peoria Shoe Man with Wholesale Selling Experience 
Won Success in the Retail Business by Sticking Steadfastly 


to Sound Merchandising and Promotion Principles 
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Selling Story 











shop handles a price range of from 
$10.50 down to $5. All ladies’ and 
girls’ shoes, the stock includes: 
Walker “T,” Dickerson Arch Relief 
and Arch Lock, College Brand, 
Physical Culture, the Pied Piper line 


" for youngsters, the Peacock line for 


high style dress, Paradise and Art 
Mode. 

“We sell this ‘line of merit’ with a 
mark-up of 40 to 50 per cent,” Mr. 
Scherff explains. “Mark-downs, on 
the other hand, help us move out the 
small lots—where the money is really 
tied up—and we set no limit on the 
mark-down when necessary, just so 
we do move such stock. We seek for 
constant stock turn-over, with new 
styles being stocked just as rapidly 
as possible. Semi-annually we hold 
a ‘hash’ sale, at which we sometimes 
practically give away high quality 
merchandise, both to clear the shelves 
and to increase customer good will. 
. . » That such actions pay is shown 
by the fact that 95 per cent of the 
women who come in to buy are old 
customers, already wearing shoes 
previously purchased in our shop. 
We never buy shoes just for sales. 

“We budget 5 per cent of our 
sales income to advertising,” Mr. 
Scherff continued. “We use the 
newspapers to a larger degree. We 
‘squeak’ over the local radio station 
at least once a week. We maintain a 
direct mailing list on three lines of 
shoes which reaches the customers 
twice yearly. In addition, we have a 
preferred mailing list, giving old 
customers the power of ‘courtesy 
buying,’ purchasing shoes the day 
before a sale at the planned sales 
price.” 

[TURN TO PAGE 44, PLEASE] 
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Samples of Shoe 
Cloths made of 
“DARLEEN” elastic 




















: DARLINGTON FABRICS CORPORATION © 180 MADISON AVE., NEW YORK 
. The names of Distributors of Darleen will be supplied on request. 





Lift the sock lining and 
show 


customer the 


marked Darex 
likely to show a good 
shoe all the way through. 


7) 


a“ 


WLARLY IN THE INSOLES. 


very foundation of the shoe. Appearance, wear. 
a comfort depend upon them. 


bars now we've known the cushioning comfort of Darex 

n . - » how they hold the smart lines of the shoe, and 

build satisfied REPEAT customers. We welcome this established 
trademark right where it can be used to make more sales. 


If you’re not yet a Darex booster, specify it on your next order 
and join the “sock-lining lifters” sales club. It pays you dividend: 


And, best of all, Darex costs no more. 


AAT. OFF. 



















AND WITH THE NEW BRANDED DAREX INSOLES 


r. our customers can see for themselves that we start a good shoe 

with the best “backbone” that’s made. The price difference per 
2X shoe is insignificant, yet what a big difference it makes in quality 
ad —to say nothing of the shoemaking advantages we get in the fac- 
d tory. Flexibility and cushioning comfort . . . uniformity . . . 

wear ... the style-preserving foundation that my customers need. 
~ We've made millions of pairs of shoes yearly for almost a decade 


with these Genuine Darex Insoles, and we know what they de- 
liver. We’re glad that the famous trademark can now be found 


right in the shoe. 


Tell your customers to 
lift the sock lining and 


(f you're not already using Darex Insoles, we'll be glad to send see the Darex Insoles for 
you @ sample of the new trademarked material. Just drop us Set condunahts bans 
a card. ) tion. 

* 






DEWEY & ALMY CHEMICAL COMPANY 


CAMBRIDGE, MASSACHUSETTS, U. S$. A., MONTREAL, CANADA 
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Three of a Kind at the Ace of Clubs 








Cincinnati Confirms Fall Trends 


[CONTINUED FROM PAGE 14] 


boots with split wedge heels, or one or 
two other very novel patterns. He 
recognized them for what they really 
were—the gilt on the gingerbread, not 
the good, nourishing cake itself. 

New patterns and treatments and 
adaptations of old ones in shoes that 
are both beautiful and wearable—that 
is what the merchant looks for at a 
style show or anywhere else. And he 
could find plenty of these on the Cin- 
cinnati runway. In patterns, the slip- 
on (most often in black suede) was the 
number one design, opened up on the 
vamp, lightened with a touch of match- 
ing patent, calf, alligator (in the more 
tailored shoes), grosgrain ribbon or 
braid. Less frequently, piping or stitch- 
ing in a contrasting color—red on 
black, gold on green, for example. 

Simple, flat trimmings were the most 
popular. This was true also of dressy 
oxfords and pumps. The trend is to 
smooth outlines, hence the importance 
of elasticized materials as adjustment 
at the throat of step-ins, especially 
spat types, and pumps. The outstand- 
ing exception to this general trend was 
seen on the runway in one or two 
models with high-flared tongues and 
colonial buckles. 

Open backs were non-existent. Open 
toes were used usually on very simple 
smooth patterns and were generally 
small and inconspicuous. Platforms ap- 
peared occasionally on dinner or evening 
shoes. Fancy heels were nil although 
a heel in contrasting color or stitched 
in another color was seen a few times. 
Scalloped tops—especially on the quar- 
ter—appeared here and there, showing 
that the camisole treatment still sur- 
vives in a limited adaptation. 

A few “Sultan” toes and walled lasts 
with square toes looked smart. Tongue- 
less oxfords and spat patterns were 
leaders after opened up high-riding 
step-ins and some pumps — both 


trimmed and plain. Typical sport ox- 
fords in crushed leathers with heavy 
rubber crepe soles, some with ghillie 
lacing, were shown, and one house, 
noted for its woven types, had two 
shoes on the runaway. Combining of 
materials was very marked—suede with 
patent, calf, kid, alligator, gabardine or 
faille, being the leading types. Draped, 
pleated and shirred kidskin in dressy 
shoes was attractively developed. Be- 
sides the mesh evening model, one 
street boot with zipper in beige suede 
and black patent was shown. 





E. J. Corp. Declares 
Regular Dividend 

Enpicott, N. Y.—Endicott-Johnson 
Corp. has declared the regular quar- 
terly dividends of $1.25 a share on the 
preferred stock and 75 cents on the 
common stock, payable July 1 to stock- 
holders of record at the close of busi- 
ness on June 23. 

Raymond A, Mills of Endicott has 
been elected a director to fill the va- 
cancy created by the resignation of 
Joseph H. Muffley, director and sales 
manager, about two months ago. Mr. 
Mills, a veteran E-J employee, is man- 
ager of the chemical department. 





Takes Over Former Tannery 


Detroit, Mich.—Carl E. Schmidt & 
Co. has again taken over the Detroit 
tannery which was established by the 
late Carl E. Schmidt in 1897, and which 
was operated following Mr. Schmidt’s 
death by N. J. Schorn & Co. Mr. Pat- 
terson, representative of the Carl E. 
Schmidt Co., stated that the company 
does not plan to again manufacture 
leather, but that the plant and ma- 
chinery will probably be offered for 
lease. 


Bata Plant Started 
At Belcamp, Md. 


BALTIMORE, Mp.—Ground was broken 
at Beleamp, Md., near Aberdeen, for 
the Bata Shoe Company project on 
Monday, June 19. Price Construction 
Company of Baltimore was awarded 
the building contract on this initial 
unit. Additional contracts will be let 
in the near future, although no plans 
have been announced for the comple- 
tion of the other buildings as yet. 

The first unit will be a factory build- 
ing 350 x 80 feet, and it will be five 
stories in height and comprise about 
100,000 square feet of floor space. It 
is estimated that this building will be 
completed some time in September, but 
it is evident that other work will prog- 
ress with the erection of the factory. 
Road work will probably be started at 
once, and buildings to house the workers 
must surely be under construction be- 
fore the factory building is completed 





New Norwood Store to 
Open Soon 


Assury Park, N. J.—The Norwood 
Shoe Co. will soon open a new and mod- 
ern store at 550 Cookman Avenue 
Renovations are now being made. 





Vivid Values 
[CONTINUED FROM PAGE 19] 


just a few of a kind, and, of course, 
no styles are available in every size, 
but in such a big collection you’re sure 
to find plenty in your size to choose 
from—if you are an early comer! 


Blues—Blacks— Whites—Colors— 
Look for the vivid colored price tickets 
—they’re your guide to money savings 


And here are suggestions for other 
ads: 

Thrifty women will buy shoes NOW 

For those who want dependable qual 
ity, when every penny counts. 

Seasons best sellers at clearance 
prices. 

A clear-away that’s almost a give- 
away. 

For those who are looking for that 
“extra pair” of shoes. 

July clearaway—Summer shoe sen 
sation. 

Quality at a price. 

Week-end wonders that mean smart 
economy. 


Here an interesting angle on the 
question of price stating. One store 
said: “Shoe originally 6.50 and 6.95, 
formerly 4.98, now 3.97.” Thus a previ- 
ous reduction is clearly indicated, yet 
the original price of the shoes is also 
known. 

Vivid Values is a very inexpensive 
idea to carry out, but if you'll get a 
complete tie-up in your windows, ads, 
and in the store, you can compel atten- 
tion and make your sale stand out in 
the midst of a whole townful of sales— 
all at the small cost of a few sheets of 
colored cardboard and a little effort! 
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Starling 


and Stlver Kid... 


An American Leather, 
Endorsed by Leading 


American Designers 


TWO years of experiment went into the production 
of Sterling Gold and Silver Kid before it was marketed. 

ier 

Preune Oneey — 

S Two years of acceptance by America’s leading shoe 
manufacturers have verified our opinior of this high- 
carat content, fine-grained, firmly adhesive gold and 


silver kidskin. 


STERLING DIVISION 
ALLIED KID COMPANY 


Fourth and Monroe Streets, Wilmington, Delaware 
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Retailers Condemn Unfair Style Publicity 


Wisconsin Shoe Men Take Exception to Newspaper and Maga- 
zine Articles Declaring Shoes Passé After 
Trade Has Bought Them 


MILWAUKEE, Wis.—With a registra- 
tion of more than 200, and with some 
50 manufacturers showing their Fall 
lines, the opening business session of 
the 26th annual convention of the Wis- 
consin Shoe Retailers’ Association, June 
19, in the Lotus Room of the Plankin- 
ton Hotel, here, concerned itself with 
pressing pertinent problems. 

Prncipal speaker of the session was 
Thomas Byrne, executive assistant of 
the Federal Housing Administration, 
Milwaukee, who explained Title I of 
the act and the functions of the ad- 
ministration in its operation. This sec- 
tion of the act concerns itself with the 
modernizing, repairing and improving 
of business property. 

The open forum following the ad- 
dress touched on possible state sales 
tax legislation and the feasibility of 
opening next year’s convention with a 
business meeting on Sunday night and 
concluding it on Monday, instead of on 
Tuesday, as has been the practice in 
past years. 

During the discussion, objection was 
also raised to the practice of certain 
manufacturers and style reporters of 
publicizing the passing of popular 
styles in newspaper and magazine ar- 
ticles while the retailers still carry a 
considerable stock of the so-called dead 
lines on their shelves. 

Particularly cited were the toeless 


and heelless styles, which several re- 
tailers charged manufacturers’ sales- 
men with pronouncing outmoded only 
several months after the National Shoe 
Fair, where that type of shoe was 
shown almost exclusively. 

Another retailer related how-a news- 
paper story omitted any reference to 
Japonica in commenting upon the latest 
shoe styles, and upon calling this fact 
to the paper’s attention, secured a 
favorable story covering that style shoe 
which resulted in some good business 
in this style. It was stressed that the 
manufacturers should keep in mind the 
fact that retailers must sell their mer- 
chandise before they release style pub- 
licity which may have a deterring effect 
on the sale of styles held to be out- 
moded by fashion writers. 

“Not so long ago a woman customer 
wished to return a toeless shoe she had 
purchased the day before, and upon my 
asking her why she desired to return 
it, she said she believed they were go- 
ing out of style,” one retailer explained. 
“It took me a half-hour to resell that 
customer on the idea that the open toe 
is here to stay, and I myself believe 
it is.” 

Such incidents, this retailer said, are 
the result of style publicity, which is 
decidedly unfair to the man who must 
sell these shoes. 


Before adjourning, committee ap-_ 





Winners Announced in Shoe Quiz Contest 
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pointments were made by President 
Clarence Newell, as follows: Nominat- 
ing, J. B. Haroldson, La Crosse; Wil- 
liam Schlaefer, Wausau; Arthur Hue- 
gel, Madison, and resolutions, Sid 
Weber, Janesville; Jack F. Wetzel, Mil- 
waukee, and W. J. Muckle, Milwaukee. 
In addition, a second nominating com- 
mittee consisting of John Geisinger, 
Milwaukee; Mr. Weber, and Oscar 
Thureen, Viroqua, was named from 
the floor. 

A good crowd was on hand for the 
buffet luncheon and refreshments pre- 
sented on Sunday evening in the Lotus 
room of the Plankinton for retailers, 
travelers and guests, with the compli- 
ments of the association. Registration 
and number of firms showing exceeded 
that of last year. 


Prize Winners Announced 


Boston, Mass.—The complete list of 
12 winners of cash prizes in the Shoe 
Quiz Contest conducted by Brown 
Company’s Onco Sales Division during 
the Boston Shoe Fair has just been 
announced. The contest was conducted 
on each of the three days of the show. 
and on each day a first prize of $100, 
a second prize of $25, a third prize of 
$15, and a fourth prize of $10 were 
awarded to the contestants for that 
day whose answers most nearly cor- 
responded with a set of answers sealed 
by a notary public prior to the contest. 

The contest created much interest at 
the show. Questions covered subjects 
of general interest in the field of shoe- 
making and also specific qualities of 
Onco shoemaking materials. Answers 
to questions regarding Onco products 
were easily located on the Onco dis- 
plays in Parlor F at the Statler Hotel 

Additional displays showed the 
transformation of Onco materials from 
pure cellulose to finished products 
Brown Company, manufacturers of 
Onco, are also manufacturers of puri- 
fied celluloses for many industries and, 
therefore, produce Onco products en- 
tirely under one company control from 
raw material to finished product. 


Butler Moves Headquarters 


To Atlanta 


MiaM!I, Fia—The Butler Shoe 
Stores, Inc., now the largest chain in 
the South since taking over the Pollock 
chain, has removed headquarters fron: 
Miami to Atlanta. The chain is oper- 
ating some 36 stores in the nine south 
ern states. They have about 10 in 
Florida alone. The Miami shops are 
reporting considerable activity in dark 
blue at this time—more blue selling 
right now than brown. White is sell- 
ing a little better than two to one of 
any other shoe, and while sandal types 
continue to be very good, with much 
demand for open toes, there is a lot of 
call for the orthopedic shoes. In bags 
it is the shoulder strap type that is 
most active, and about 85 per cent of 
all sales are white. 
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America’s Leading Tanners 


and Manufacturers of Textile Shoe Linings 


HAVE PUT THEIR SEAL OF APPROVAL ON 


MY GHEMG Asamse\ LINEN GS 


For Kid Linings For Sheepskin Linings 
Allied Kid Company 
Amalgamated Leather Companies, Inc. 
Goniprow Kid Co., Inc. A. C. Lawrence Leather Company 
L. H. Hamel Leather Company ; 
Surpass Leather Company 7% REG.U.S. PAT. OFF. Winslow Brothers and Smith Company 












































L. H. Hamel Leather Company 





Pacific Mills, Manufacturers and Finishers of Cotton Shoe Linings. 


r The Hygienic Antiseptized* Process 
Po } is a new scientific method of treating 
> A ; leather and cotton shoe linings 

BF &t bacteria and mold — the causes of 


which acts to prevent the growth of 
ed 
) offensive odors. 


Hygienic Antiseptized* Linings, the 
latest and one of the greatest con- 
tributions to feminine daintiness, 
brings a new powerful sales appeal 


hes to the shoe world. 
4 
LE | 
maf : 


Mey 


AFOOT! 


...-AND AMERICA’S LEADING AND MOST 
DISCRIMINATING MANUFACTURERS 
AND RETAILERS ARE ALREADY SPECIFY- 
ING HYGIENIC ANTISEPTIZED* LININGS 





"Reg. U.S. Pat. Off. 


HYGEA RESEARCH CORPORATION 


305 East 46th Street, New York « PLaza 8-2150 
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Erratic Weather Slows 
Summer Shoe Business 


Sr. Louis, Mo.—Despite one of the 
most erratic Summers in St. Louis shoe 
history, local retailers report favorable 
selling conditions in Summer and sport 
model shoes. St. Louis, noted for its 
warm Summers, has experienced a re- 
versal of form through May and early 
June, with chilly weather calling for 
Fall clothes and one or more blankets 
for comfortable sleeping at night. 

Sport shoes have sold smartly, how- 
ever, and there has been a comforting 
effect in the fact that the cooler 
weather has prolonged the selling sea- 
son for the Spring shoes, according to 
a general survey of the St. Louis re- 
tailers. 

One of the strongest indications of 
how the Fairs in New York and San 
Francisco can affect business in cities 
far distant from those points has been 
the strong run on comfortable walking 
shoes. Prime leader in selling the pros- 
pective tourist and visitor at the Fairs 
has been Famous-Barr Co., with its 
store-wide shoe promotion sloganed 
with: “You'll Ride To The Fairs—But 
You'll Walk When You Get There,” 
adapted from a recent Boot AND SHOE 
RECORDER idea. 

Ordinarily slow-movers for the swel- 
tering St. Louis weather, the stouter 
walking shoes and comfort shoes have 
moved along briskly and have shown 
a volume market. 

Whites have seen an unprecedented 
upturn in sales, although previous in- 
dications pointed to a two-tone shoe 
season. 

Remarkable tendency in the buying 
has been the sale of beach and sport 
sandals and the Mexican Huraches, al- 
though the cool season would seem to 
have precluded such selling. 

W. B. Jackson, manager of the men’s 
shoe department at Famous-Barr Co., 
reports a strong run in sales for wing 
and straight tip whites. “This is a 
decided seersucker suit city,” Jackson 
commented, “and the white shoes go 
quite naturally with the seersucker 
suits. You can walk through Chicago 
on a warm Summer day and not see 





or lot of land or tangible property—purchased with all 
the safeguards of a legal document. 

The machinery of retailing certainly needs tighten- 
ing up because it is wobbling all over the high road, 
making detours down the paths of dishonesty and caus- 
ing much of our industrial grief, lack of profits, etc. 

But there is some savor in the bitter-sweet, for it was 
a great joy this week to visit with a merchant who said: 
“My 30 years of honest dealings stood me in good stead 
these last few years. I had been operating on the policy 
of putting all my mioney into shoes and filling the 
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a dozen seersucker suits, but St. Louis 
just swarms with them, and you even 
see them worn to evening affairs. As 
a result, we have put strong push be- 
hind our white shoes and are seeing 
steady selling action in them.” 

Jackson reported an upward swing 
in tan and white shoe interest by his 
men and boy customers, and expects 
tan and white to move up rapidly as 
the Summer progresses. 

The better class trade is showing in- 
terest in white in the W. L. Douglas 
Shoe Store at 711 Olive Street, both 
for the men and women, according to 
H. B. Glass, manager. Glass had ex- 
pected that with shoe experts forecast- 
ing a tan and white, black and white 
and brown and white season ahead 
that straight whites would receive little 
attention. But his trade has shown a 
strong liking for white, and Glass has 
put the white out front for extra at- 
tention. 

Silver evening slippers with satin 
back, open toe and shank and closed 
back have felt an interesting sales 
surge. Nurse’s oxfords have come along 
strongly for the Summer season as a 
surprise to Glass, and he expects fur- 
ther good interest in them. 

Mr. Glass is looking ahead to the 
Fall season and questioning customers 
on their preferences for the next sea- 
son. Result of this test has shown an 
inclination of customers for closed 
backs, with but small demand for open 
toes. Some few have asked for the 
open back, but more in the radical shoe- 
wearing class. He expects his trade 
will favor suede trimmed in alligator, 
lizard and kid leathers in the Fall. 

Generally good economic conditions 
in St. Louis seem to show the way for 
a good Fall season, according to re- 
tailers. Almost unbelievable building 
activity in the St. Louis area has in- 
fluenced buying habits and helped sales 
considerably. 


Leipzig Fair Dates Announced 


The historic Leipzig Fair will hold 
its 1982nd session this year from Aug- 
ust 27 to 31. Some 6,000 firms from 
25 countries will display their standard 





Editor’s Outlook 


[CONTINUED FROM PAGE 22] 


wares and newest items. It is assured 
that over 150,000 business men from 
74 countries will attend. The Fair of- 
fers a valuable preview of every con- 
ceivable art and industrial product. 


Sport and Play Shoe Sales 
Reach New High 


Fort WortH, Texas—Sport and play 
shoes are reaching a new high at 
Washer’s, Fort Worth, as well as at 
other places here, according to W. A. 
Harris, manager, women’s shoe salon 
at Washer’s. These shoes not only are 
being sold for out-of-city vacation wear, 
but for the increasing number of “stay- 
at-homes” in this territory that are 
adopting play clothes and accessories 
as means of withstanding the near 100- 
degree weather in this section in Sum- 
mers, and by those who are now dress- 
ing for boating, fishing, and other 
sports, which are now so popular at the 
three large lakes near the city. This 
is the first year appropriate for such 
outings sport wear or play clothes and 
shoes have become so important. This 
is largely due to stress being put on 
sport wear by local stores. 

At Harris’ store, oxfords and sandal 
types are very good sellers. Some 
pumps made of garter (elastic) ma- 
terial, which were slow sellers as street 
or evening shoes, moved more rapidly 
when Harris featured them as shoes 
for beach wear at popular prices. 

Harris says his white shoe sales are 
up to expectations this season after a 
very heavy season on black patents. 
The black patents are very popular 
here in early Summer. White mesh 
pumps and oxfords, with open toe and 
heel, are popular here. Brown and 
white combinations also are being sold 
and there was some demand for blue 
and white combinations, too. 

Harris hopes for return of the closed 
shoe in due time. He is of the opinion 
that open toes and heels will retain 
their popularity here in the Fall shoes, 
as the warm weather will aid this. He 
believes the return to closed toes will 
have to be gradual, as the women have 
grown used to them in this territory. 


shelves. Then one day | sat down with a manufacturer 


and talked it all out. His auditor helped me put my 


business on a simple basis. Instead of buying every- 
thing on impulse, I began to buy fewer and better lines. 
I rebuilt my store and in four years I have paid for 
everything and continue to operate on a budget policy 
without deviation. What's more, I intend.to stick by it. 
No longer will I over-buy, over-play and over-obligate 
myself. My days of reckless expenditure are over. The 
safest way to preserve and conserve and to profit is to 
do business on a business basis and I am now getting 
rewards in cash rather than in stock on the shelves. 
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KID LININGS 
by Amalgamated 


NNOUNCEMENT is made of our License agreement with 

the Hygea Research Corp., of New York, to use the Hy- 
gienized Process in the tanning of our Lining Kid. Exhaustive 
experiments and rigid tests were conducted by us, both in the 
laboratory and in actual usage, before adoption of the process. 


WILMINGTON, DELAWARE 


HYGEA LININGS BY AMALGAMATED ARE 
SMOOTHER — LONGER WEARING — MORE 
HEALTHFUL—MAKE BETTER SHOES. 


DON’T DELAY! Send for samples and particulars NOW! 


AMALGAMATED LEATHER COS, INC. 


WILMINGTON, DELAWARE 84 GOLD ST.. NEW YORE 
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When made with UNISHANK 
there is strength and rigid support 


exactly where needed. That is one 





important reason a steadily increas- 
ing volume of women’s shoes has 


this unrivaled construction feature. 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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THIS WEEK IN THE 


SHOE TRADE 
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Saturday, June 24, 1939 


National News 





lowa Travelers Conclude Successful Show 





Shoe Men Report Excellent Business During Two-Day Session 
—Retailers Express Pleasure at Return of 


Closed 


Des Moines, IowA— More than a 
quarter of a million dollars’ worth of 
business was placed in the two-day ses- 
sion of the Second Annual June Shoe 
Show recently held by the Iowa Shoe 
Travelers’ Association in conjunction 
with the Iowa Shoe Retailers’ Associa- 
tion. 

The convention opened Sunday, June 
11, at the Hotel Fort Des Moines, this 
city, and continued through until Tues- 
day. Cool weather and ideal road con- 
ditions played their part in bringing 
more than 500 shoe retailers from all 
over the state. There were also many 
dealers attending from South Dakota, 
Missouri, Nebraska and Kansas. 

Predominant in the atmosphere of 
the convention was the pleasure ex- 
pressed by shoe retailers at the return 
of the closed patterns for Fall. Many 
comments were heard as to the unde- 
sirability of the open shoes and the 
welcoming back of the new closed pat- 
terns by shoe retailers attending the 
convention. 

The walled-type lasts met with 
favorable reaction in shoes for men and 
women, as well as for children. Suedes 
were far in the lead in sales, making 
up about 65 per cent of total business, 
as against 35 per cent of all other ma- 
' terials combined. Black was the fa- 
vored color, totaling 75 to 80 per cent 
of the business done. Brown was sec- 
ond in preference, with wine and blue 
third. Marine green drew a small 
amount of interest. 

Retailers bought more different styles 
in men’s shoes than in any previous 
_ year, salesmen reported. Heavier types, 
; [TURN TO PAGE 38, PLEASE] 


Shoes 





Dates to Remember 


Michigan Summer Shoe Fair, Pant- 
lind Hotel, Grand Rapids, Mich. 
June 25, 26, 27, 1939 
Monthly Shoe Buyers Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, Ill. 
June 26, 27, 1939 
Pennsylvania Shoe Travelers Associa- 
tion Tri-State Shoe Mart, William 
Penn Hotel, Pittsburgh, Pa. 
July 9, 10, 11, 1939 
Charlotte Shoe Show, Hotels Char- 
lotte and Selwyn, Charlotte, N. C. 
July 9, 10, 11, 12, 1939 
Annual Outing, Boot and Shoe Trav- 
elers Association of New York, 
Karatsony’s, Glenwood Landing, 
DME bchccchoecddinaduek July 13, 1939 
Atlanta Shoe and Ready-to-Wear Ex- 
position, Henry Grady Hotel, At- 
| ae July 17, 18, 19, 1939 
Buffalo Shoe Travelers Style Show, 
SU ee August 6, 7, 1939 
Annual Convention, New York State 
Shoe Retailers Association, Hotel 
Seneca, Rochester, N. Y. 
September 10, 11, 12, 1939 
Official Opening of American Leathers 
and Style Conference for Spring, 
1940. Waldorf-Astoria Hotel, New 
September 18, 19, 1939 


National Industrial Stores Associa- 
tion Convention, Lord Baltimore 
Hotel, Baltimore, Md. 

September 25, 26, 27, 1939 

Shoe Manufacturers Spring Opening, 

E. A. Richardson, Manager, Hotels 
New Yorker and Pennsylvania, New 
York City ...December 3, 4, 5, 6, 1939 





May Shoe Production 
Near April Level 


New YorkK—According to the Tan- 
ners’ Council, shoe production in May 
is estimated at approximately 32 mil- 
lion pairs. This output would compare 
with 30,473,000 in May, 1938. Produc- 
tion in April had declined somewhat 
more than seasonally from the preced- 
ing month, but factory schedules in 
May apparently showed no further 
drop. 

The estimated output for May would 
bring production for the first five 
months of 1939 to 175,869,000 pairs, a 
gain of 11.6 per cent from the produc- 
tion of 147,521,000 in the same months 
of 1938. Preliminary reports on June 
operations, based on current factory 
schedules, indicate that production will 
decline this month to about 29,000,000 
pairs. A year ago June output fell to 
26,897,000 pairs. 

The fact that shoe activity in May 
did not continue the seasonal decline 
from April to more than a minor ex- 
tent, appears to confirm reports of 
trade confidence and expectations of a 
favorable outlook for the Fall season. 

Comparative production figures for 
first five months, including the estimate 
for May, 1939, follow: 1939, 175,868,- 
000; 1938, 157,521,000; 1937, 198,556,- 
000; 1936, 164,896,000; and 1935, 160,- 
489 000. 


Turrell Store Remodels 


SEATTLE, WasH.—As a new back- 
ground for 1939 Fall displays, Turrell’s 
shoe store here has started extensive 
remodeling and redecorating. Manager 
M. S. Cronkhite studied color combina- 
tions and lighting treatments in East- 
ern stores, and visited California stores 
in a recent tour of these districts. 

Remodeling will be completed August 
1, when Fall lines are shown. 





© Large Jar— 
therefore good con- 


sumer value. 


@ Only one cap— 
therefore easy and 
quick to use. 


@ Sponge “in the jar” 
is kept moist—ready 
for instant use. 





One White Shoe Soap 


Cleans and Softens Like Saddle Soap—Then 



















The Sponge is iin the Jar 
EVERETT & BARRON COMPANY 
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Whitens ! 






® Very concentrated— 
therefore covers well 
—goes far 





®@ So handy to use 
it is used oftener— 
one of the best re- 
peaters we’ve ever 


had. 





@ Wonderful for chil- 
dren to use—for it 
cannot spill. 





Toronto, Canada 





Novel Golf Program at 
California Convention 


Los ANGELES, CALIF.—An important 
activity of the recently-held California 
Shoe Retailers’ Association convention 


Hy 


if 


i 
i 


shoe retailing. Problems were frankly 
gone over in a heart-to-heart fashion. 


York Retailers Meet 


York, Pa—R. Woltman, a represen- 
tative of Monroe Brothers, Philadel- 
phia, spoke at the June meeting of the 
York Shoe Retailers’ Association, using 
as his subject, “133 Years of Continu- 
ous Business.” Mr. Woiltman touched 
on business practices of years ago and 
those of today. 

Members of the association reported 
that retail shoe business was good and 
present indications are for a very 
favorable business the remainder of 
the season. 

Plans for the annual outing of the 
association to be held on a date to be 
announced later were made 
meeting. A committee composed of 
Charles Martin, Cletus Reinberg and 
David Lewis was appointed by Presi- 
dent Mose Leibowitz to arrange for the 
outing, at which all employees will be 
guests of the association. 





Opens Permanent Coast Office 
Los A CaLir.— The Bond 


NGELES, 
Shoe Co. of New York, featuring wo- 
men’s stock shoes, has opened a per- 
manent Pacific Coast headquarters and 
sample room at 227 Broadway Arcade 
Building, this city. J. L. (Johnnie) 
Zingelmann is in charge. 





Timely Promotion Has 
Year "Round Use 


Curcaco, ILL.—A smart merchandis- 
ing idea, designed as a Father’s Day 
promotion, was recently offered by the 
makers of Roblee, the new nationally- 
advertised shoes for men. A miniature 
Roblee Shoe box held a gift certificate, 
so that father could select the style 
shoe he wanted and be properly fitted. 

This idea is incorporated in a good- 
looking display card, die-cut to hold the 
miniature Roblee Shoe box, and bear- 
ing a legend suggesting the gift cer- 
tificate. 

The card is so constructed that the 
top line, reading “June 18th is Father’s 
Day,” can be detached, permitting use 
of the display all year ‘round as a 
suggestion for the gift certificate plan 





Concentrates Business 
In One Store 


Los ANGELES, CaLir.—Fred E. 
White, proprietor of the Wolfert-White 
shoe stores, has closed out his Beverly 
Hills branch and will concentrate a!! 
his business in his 3104 Wilshire Boule- 
vard shop. The selling scope of this 

has been broadened by the addi- 
of a line of women’s shoes. This 
will in no wise affect the lines 
shoes with which this store has 
identified for many years. 


ef 
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by the... 
SURPASS LEATHER COMPANY 


Unt RICHARD YOUNG COMPANY 
TANNED /N ZIEGEL EISMAN COMPANY 
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Slippers 








IN STOCK 





WOMEN'S and CHILDREN'S 
Hard and Soft Sole SLIPPERS 


to retail at $1.29 to $2.00—write for details 


FOOT-WISE SLIPPERS, Inc. 
20 East 17 St, New York City 

















Iowa Travelers Conclude 
Successful Show 


[CONTINUED FROM PAGE 35] 


with thick, extended soles, proved very 
popular. Shoes with the antique finish 
were enthusiastically received. 

The Iowa Shoe Travelers’ Associa- 
tion, under the leadership of Carl P. 
Ortlund, president, and J. E. William 
Prescott, secretary, were hosts to the 
convention, at which there was no reg- 
istration fee charged the shoe retailers. 
Included in the entertainment program 
was a banquet and floor show on Mon- 
day evening in the ballroom of the 
Hotel Fort Des Moines. 
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Bowling Shoes 
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Leather Soles 
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shouldn’t your 
best shoes‘have 
the best soles 
? 


LEATHERPLUS 
SOLES 


are more flexible . . . longer 
. + « and water- 


VAN TASSEL LEATHER CO. 
NORWICH, CONN. 
Makers of VAN TAN innersoles 








Innes Store to Open 
In New Location 


Los ANGELES, CALIF.—The Innes 
Shoe Co. is moving to a fine corner 
location at Seventh and Olive Streets 
about the first of August. This move 
will result in quite a concentration of 
important independent retail shoe 
stores within a two-block radius. 





A. Hi. 


Co., sets up line at the show. 


In two informal luncheon business 
meetings, the Iowa Shoe Retailers’ As- 
sociation made progress in perfecting 
the organization begun a year ago. In 
its first session, the group met and re- 
elected the following officers: H. A. 
Alexander, Des Moines, president; H. 
J. Bossert, Webster City, vice-presi- 
dent; and Alfred Boldes, Des Moines, 
secretary. It was decided that the gov- 
erning board select five additional di- 
rectors at a later meeting to serve the 
following seven directors reelected: R. 
W. Hartstad, Sioux City; J. E. Walker, 
Ottumwa; H. J. Bossert, Webster City; 
Phil C. Thornton, Storm Lake; Arthur 
Glick, Creston; L. E. Walker, Water- 
loo; and C. H. Connor, Davenport. 

A cooperative luncheon of retailers 
and manufacturers’ representatives 
was held Monday noon, at which time 
details of strengthening the new or- 
ganization of retailers were discussed. 
In a spirited movement to bring the 
new membership of approximately 100 
to the goal of 300 dealers, the associa- 
tion is planning to hold district meet- 
ings throughout the state during the 
coming year. 


BOOT anno SHOE RECORDER, June 24, 1939 








Are You Going to 
The New York World’s Fair? 


You'll want to see, in the Incubator Build- 
ing, the display of Mrs. Day's Ideals for 
all stages of babyhood—from fabrics to 
flexible walking shoes—from 0 to 8. You'll 
appreciate this publicity as a sales-building 
asset—want to tie in with it. And while 
in New York plan to visit our office of 7! 
West 35th Street. 


MRS. DAY'S 
IDEAL BABY SHOE CO. 
















Whites Lead in Denver Selling 


DENVER, COLO.—White seems te be 
the currently strongest selling color in 
women’s shoes in this market. Prac- 
tically all leading stores report a pre- 
dominance of white at the moment. 
While Japonica hasn’t been quite as 
strong as originally expected, most 
dealers take an optimistic view of this 
situation, pointing out that it is a very 
flexible color which can be worked in 
for sale toward Fall. 

Open toes and open heels are still 
moving heavily. Huraches are having 
a very heavy run, particularly in white 
and natural. 

All in all, the season seems to have 
gotten under way nicely and a good 
volume is generally expected. 





Shoes Lead in Former 
Textile Center 


MANCHESTER, N. H.—Ranking as the 
city’s leading industry, the manufac- 
ture of shoes with a total value of 
$25,000,000, was reported for 1938 ir 
a local business survey. 

All products manufactured in thi: 
city last year had a total value of $42, 
000,000, an increase of $2,000,000 ove 
1937. 

With more than 10,000 employees 
various plants have an annual payro! 
exceeding $10,500,000. 
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The Last Outline Tells the Story of 
Ephrata's ORTHOPEDIC 
Goodyear Welt Shoes for Little Folk 


They are as full of fea- 
tures as they are of profit. 


What the last diagram 
does not show, but which 
are also to be found in 
these shoes: long inside 
counters and inside wedge 
heels, to say nothing of 
attractive design and 
skilled craftsmanship and 
finish. 


° a3 me \\ No. 1702—-White Elk Boot. 
The Market Is Calling oy a = ‘o. 1722--White Elk Oxford 
all buyers—wanting the latest and best—tested by “ We, S00—Ten Ee Bost. 
. No. 1725--Tan Elk Oxford. 
comparison.  Y 5% to 8--B to D—Spring Heel 
No other shoe center gives to buyers the chance for : Bgl A to B—Qectan Mest 
a choice obtainable in the Marbridge Building. $2.30. 
When in New York—be neighborly—a welcome | . Re OP eee 


awaits you on every floor. “Ste , Shark Tip-—-8% to 3—I5e extra 
D. S. MACDONALD, Mgr. 
Send for our catalog showing these and fifty other styles of 


47 WEST 34th ST. intants’ and children's shoes carried in stock. 


Also 1328 Broadway EPHRATA SHOE COMPANY, INC. 
NEW YORK EPHRATA, PENNSYLVANIA 











Plan Annual Charlotte Show Attractive Interior in New St. Paul Shop 


CHARLOTTE, N. C.—The third annual 
Charlotte Shoe Show will be held July 
§ through 12, under the official auspices 
of the Southern Shoe Travelers’ Asso- 
ciation and the Chamber of Commerce. 
The show will take place at the Hotels 
Charlotte and Selwyn. Officers of the 
show are: Jack Croner, president; C. 
A. Daniels, vice-president; C. W. 
Smith, secretary-treasurer; R. R. Fair- 
cloth, chairman; Al Bechtold, secretary, 
and Frank Bognovitz, publicity. 

The following are members of the 
entertainment committee, under the 
leadership of D. P. Headon, chairman: 
Red Morgan, Sam Lampert, Mortie 
Cohen, E. C. Caldwell, J. P. Headon, 
Paul Shateu, and Si Marks. 

The Charlotte Shoe Show has been 
organized on a non-profit basis and as 
& non-profit organization by the South- 
ern Shoe Travelers’ Association and 
the Charlotte Chamber of Commerce. 


John O’Connor Honored 


Boston, Mass.—A luncheon was held St. Paul, Minn.—The new Lauren’s Shoe Salon, opened in this city a short time 
during the recent Boston Shoe Fair %®% presents a very modern and efficient interior to its customers. All stock is 
Sener of John O'Connor, president concealed except for the one or two pairs of shoes displayed. The salon is 
£ 0’Con & Gol ’ é furnished with deep-pile rugs and comfortable, upholstered chairs and divans 
= nor & Goldberg Shoe Company, jake the place of the separate fitting chairs. The store is locally owned and 
Chicago. Among the prominent men under the management of Lauren K. Funk, who has been in the women’s shoe 
of the ogre’ eae attended the lunch- business in St. Paul for the past eight years. 
fon were the following: 

David S. Hirschler and Burton 
Hirschler of Hofheimer’s, Inc., Nor- man, Frank Quigley, Harry Silver, Charles H. Fitzpatrick, Bob Goldstein, 
folk, Va.; O. H. Hassell, Paul McBride, Jesse Adler, John Lucey, Charles Joe Abelson, W. H. Bresnahan, Barney 
‘Ben Stone, H. B. Jetter, M. B. Haus- Loucks, Arthur Adler, Samuel Stone, Solar, and William Solar. 
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Soles and Heels 





FORMULA NO. 8 
This non SPREADING Sole, Heel, and 
Sheet has met the requirements far 
beyond our expectations. 


THe LITHOX corp. 
WAPAKONETA, OHIO, U. &. A. 











Nurses’ Shoes 
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Retainin 
* OXFORDS 
Made on the 
NEW OSCO 
SUPER PLIABLE 
Process 
in-STOCK 


Flexible, Sha 
NURS 











Meyer Reelected to Head 
Burkhardt Co. 


CINCINNATI, OnIO—At the regular 
annual meeting of the stockholders of 
the Burkhardt Brothers Company on 
Tuesday, June 13, 1939, John C. Meyer 
was reelected president and treasurer ; 
Virginia Burkhardt Williams, 1st vice- 
president, and Robert A. Otto, 2nd 
vice-president and secretary. 

In addition to Mr. Meyer, Mrs. Wil- 
liams and Mr. Otto, the Board of Di- 
rectors includes Webster B. Burkhardt, 
chairman; William A. Stark, Froome 
Barbour and Mrs. Mabel I. Burkhardt. 


Shoe Men Attend 
Merchants’ Picnic 


Wausau, Wis.—Sixty-five local mer- 
chants took part in the third annual 
retailers’ picnic at Stack Island, re- 
cently. Local shoe men were well rep- 
resented. One of the features of the 
day was a baseball game in which the 
East Side Demons defeated the West 
Side Exterminators. 

Among the shoe retailers who attended 
the picnic were: Ross Taylor, Jr., Carl 
Kramer, Clarence Poeske and William 
C. Schlaefer. 
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Gorman Promoted to 
Head Office 


AusBurRN, N. Y.—John T. (Jack) Gor- 
man, for several years in charge of the 
Boston office of Dunn and McCarthy, 
Inc., manufacturers of Enna Jettick 


JOHN T. GORMAN 


shoes, will join the organization at 
Auburn, where he will be assistant to 
the president, Buford H. Jones. 

Mr. Gorman will leave the Boston 
office on July 1 to take up his new 
duties at the home office of the com- 
pany. 


Arrangements Completed 
For Display Convention 


New YorK-—Arrangements for the 
International Association of Display 
Men’s forty-second annual convention 
to be held at the Hotel Astor, New York 
City, June 25-29, are nearing comple- 
tion, according to Syl C. Rieser, execu- 
tive secretary of the association, St. 
Louis, and Irving C. Eldredge, display 
director, R. H. Macy & Co., New York, 
convention director. 

Among the features to be presented 
to the delegates during the convention 
are the display clinic sessions at de- 
partment stores in New York City. 
These sessions will take the visiting 
displaymen behind the scenes of the 
window displays of Saks-Fifth Avenue, 
Lord & Taylor, Bloomingdale’s, L. Bam- 
berger & Co., Newark, and R. H. Macy 
& Co. These clinic sessions have been 
arranged through the cooperation of 
the display directors of these stores. 

Among the speakers who will address 
the convention and their subjects are 
Dana O’Clare, display director, Lord 
& Taylor, “Displays of Tomorrow”; J. 
J. Rockwell, Sackett & Wilhelm Litho- 
graphing Corp., New York, “Window 
Displays from the National Advertis- 
er’s Viewpoint”; Vernon Jones, W. L. 
Stensgaard & Associates, Inc., and Carl 
V. Haecker, Montgomery Ward & Co., 
Chicago, “Report on the Window Dis- 


IN STOLK PRE WELTS 


 509— 
| WHITE ELK 
MOCCASIN TOE 


The fact that your order is shipped 
the same day it arrives means you can 
depend on Elam's for a steady source 
of profitable children's shoes. No need 
to carry extra stock en hand. Write to- 
day for our in Stock styles. A score 
of patterns mothers want thelr children 
to weor. Every one a retailer's best 
seller. 





play Analysis”; John G. Doran, Garri 
son Wagner Co., St. Louis, “Plus Cir 
culation Value of Display”; and Alar 
A. Wells, manager, sales promotion di 
vision, National Retail Dry Goods As 
sociation, “If I Were a Display Man- 
ager.” Other speakers have also beer 
invited to address the convention. 


Frankel to Open 
Beverly Hills Shop 


Los ANGELES, CALIF.—Harold 
Frankel, operating shoe stores in West 
wood Village and in San Pedro dis- 
tricts, has sold his San Pedro store and 
will open a new store at 316 North 
Beverly Drive, Beverly Hills. The West- 
wood Village shop will continue to op 
erate as heretofore. Headquarters wil! 
be at the Beverly Hills store. In the 
new store a juvenile line will be added 
to the moderately priced women’s shoes. 
which retail from $6.50 to $10.50. Con- 
siderable attention will be paid to ac- 
tive and spectator sports types the yea: 
around. 


14 Weeks’ Strike Settled 


At R. Neumann & Co. 


Settlement of the differences which 
resulted in a prolonged strike at the 
plant of R. Neumann & Co., leather 
tanners, Hoboken, N. J., was effected 
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Fille VA BUT HURRY the supply is limited 


[41] 


Shoe Dealers! Add to your sale 


of genuine Kangaroo shoes. § While the 

supply lasts, the Kangaroo Association, 9th and 
Westmoreland Streets, Philadelphia, Penna., will send 

you, absolutely free, a handsome Pyra Glass Counter Sign, 
as illustrated. These signs are seven inches wide by five inches 
in height. 9 Build your sales with this reminder sign. Send the 
name of the shoe manufacturer from whom you purchase your 
Kangaroo shoes and the sign is yours gratis.Write for it today. 


GENUINE X@segacoo TANNED IN AMERICA 


ls 


SURPASS LEATHER COMPANY 
RICHARD YOUNG COMPANY 
ZIEGEL EISMAN COMPANY 








July 13. A contract was signed with 
the newly merged labor union. The 
International Fur and Leather Work- 
ers’ Association of the United States 
and Canada, which runs to March 1, 
1941. 

The terms of the contract provide 
for an open shop, 40-hour week, and the 
same general terms and conditions that 
had been agreed upon prior to the walk- 
out. The strike lasted 14 weeks, dur- 
ing all of which time R. Neumann & 
Co. continued its regular tanning op- 
erations with skeleton staffs. 

The firm plans to go into full pro- 
duction immediately of its leathers for 
Autumn handbags, shoes, luggage and 
other accessories. 


Son Takes Over Stichler Store 


Derroir, Micu.—P. K. Stichler, 
owner of the family shoe store which 
bears his name, here, has recently re- 
tired from active business and has sold 
the store to his son, L.. H. Stichler. 

Mr. Stichler, Sr., is 78 years of age 
and is well and active. He plans to 
spend the Summer months traveling 
around the country and visiting the 
New York World’s Fair, returning to 
Detroit late in August to make his 
home there. 


His son, who has purchased his store, 
was employed by the Goldsmith Shoe 
Store at Aurora, IIl., for the past 10 
_ years. 


New Coast Company 


Begins Operations 

Los ANGELES, CALIF.—Ben Solnit, of 
the Solnit Shoe Co., local jobbers, has 
purchased the business of Jewell’s 
Handcraft Footwear. It is planned to 
change the name of this company to 
The Saval Shoe Co. Manufacturing 
operations have been started at 722 
East 7th Street, this city, in a plant 
now turning out 600 pairs a day of 
Del-Mac process women’s style shoes. 
This new factory will augment the 
low-heeled sports and street types now 
being manufactured by California 
Shoes, Ltd., which is also controlled by 
the Solnit interests. Theo. A. Saval is 
stylist and factory superintendent. The 
following salesmen are now represent- 
ing the new business: Ed Schnetke, 
formerly of Bold-Welch Shoe Co., Mid- 
dle West; Edward Albert, with offices 
in the Marbridge Building, New York, 
the East; Reubin F. Houseman, South- 
ern California, and Arch Cockrel, 
Northern California. Other salesmen 
are to be gradually added in the sev- 
eral territories. 


Honored on 50th Anniversary 


NEWARK, N. J.—Mr. and Mrs. James 
B. Banister were honor guests June 
10, at a reception their son-in-law and 
daughter, Mr. and Mrs. Dwight R. G. 
Palmer gave at the Palmer home for 


their 50th anniversary. More than 100 
friends and relatives of the Banisters 
were guests. 

Mr. Banister was president of the 
Banister Shoe Co. until his retirement 
15 years ago. He was graduated from 
Newark Academy and Princeton, Class 
of ’82. He has been for many years 
president of the board of trustees of 
Roseville Methodist Church. 

He has been active in Y.M.C.A. work 
and the Home for Crippled Children. 
He is a member of the S.A.R.. Mrs. 
Banister is the former Miss Jeanette 
Ford of Albany. She attended St. 
Agnes School at Albany. She is a mem- 
ber of the D.A.R. and a former mem- 
ber of the Woman’s Club of Orange. 


Nationwide Publicity 


BINGHAMTON, N. Y.—Endicott- John- 
son Corp. recently received a little free 
publicity when Fulton Lewis, Jr., 
Washington radio commentator, de- 
voted part of his regular broadcast to 
describing some of the things which 
the shoe company has accomplished in 
this city and the nearby towns of 
Johnson City and Endicott. 

Mr. Lewis, who came to Johnson City 
to address the graduating class of 
nurses at Wilson Memorial Hospital, 
spoke in glowing terms of George F. 
Johnson’s “Industrial Democracy.” Mr. 
Lewis’ comments were broadcasts over 
the Mutual network of 88 stations, 
most remote of which is Honolulu. 
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BOY—HOW THEY SELL! 


JOB LOTS 


High grade, nationally known 
Women's Shoes 


Real money mokers — whether you 
operate a cancellation, outlet or 
pair new, per- 
i for special 

promotions and smash-hit sales! 


BARIS SHOE CO., Inc. 
Dept. R-S 79 Reade St. New York 

















Men Shoe Department 
Enlarged 


DENVER, COLO.—Floor space of the 
men’s shoe department on the second 
floor of The May Co., here, has been 
increased approximately one-third un- 
der a remodeling program, just com- 
pleted. In the past, the shoe section 
was concentrated entirely along one 
wall. Now it has been spread out into 
the floor. The remodeling program has 
taken in the entire set of men’s depart- 
ments. Vision obstructions all through 
the floor have been removed to throw 
the various departments together into 
a well-coordinated whole. The flow of 
traffic from one section to another will 
be increased under the new setup and 
inter-department selling will be sim- 
plified. The entire men’s floor has also 
been beautified by new wall treatment. 
Upper wall sections and ceiling are in 
a shade of blue which reflects lights. 
makes the floor cheerful and airy-ap- 
pearing. Lower walls are covered with 
maple veneer. Max Lackner is buyer 
of this department. 


Retailers Plan Campaign to 
Increase Shoe Consciousness 


Detroit, MicH.—Detroit Retail Shoe 
Dealers’ Association is organizing an 
elaborate Fall Campaign “to make De- 
troit women shoe conscious.” Foremost 
among the joint activities will be news- 
paper publicity, with the aid of special 
fashion stories and illustrations. 

A general meeting of the membership 
is to be held on June 28 at the home of 
Walter H. Magee, buyer of the women’s 
department of Crowley Milner and 
Company, to complete plans for the 
campaign. Practically all downtown 
stores are expected to cooperate. 


_ 
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Novel Polish Exhibit 


“The old woman who lived in a shoe” 
has been streamlined into “The young 
red-head who lived in the shoe and had 
so many suitors she didn’t know what 
to do,” to tell the story of No-Rub and 
Wilbert products to Shelter Building 
visitors at the New York World’s Fair. 


The central character of the exhibit, 
designed by Egmont Arens, noted in- 
dustrial designer and designer of the 
Fair’s Focal Theme Exhibit for Pro- 
duction and Distribution, is “Wilberta 
White.” 

In the center of the exhibit entrance 
is a giant white shoe 12% feet high in 
which a mechanized life-size reproduc- 
tion of the red-head stands and bekons 
passersby to enter. 

Enlarged models of Wilbert and No- 
Rub products include No-Rub Shoe 
White, Shoe Black, Shoe Brown, Shoe 
Tan, and Wilbert’s Paste Wax, Liquid 
Wax, Shoe Black, Shoe Brown, Shoe 
Tan. 


Installs New Shoe Section 


CLEVELAND, OnI0—The Milgrim 
Shop, 1607 Euclid Avenue, Cleveland, 
is doubling in size and being remodeled 
at a cost of around $50,000. The main 
part of the shop will be in the form 
of a partial eclipse, with a millinery 
department at one side of the entrance 
and a new shoe, hosiery, and accessory 
division on the other side. Show cases 
and counters will be of natural oak, 
wax finished. There will be six large 
show windows. Outside metal trim will 
be aluminum. Interior walls will be 
in a pastel shade of green-gray, and 
woodwork trim in old ivory. Style of 
the shop will be in the Empire design. 


Michigan Travelers to Show 
Fall Styles 


Derroir, Micu.—A Fall style show 
is to be held on July 10 and 11 at the 
Hotel Statler, Detroit, by a group of 
Detroit shoe representatives, sponsored 
by the Michigan Shoe Travelers’ Club. 
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it probably is—because Production 
Men find that BREASTLOCK 
HEELS speed up production and 
turn out better quality footwear 
well within cost allowances. 


They eliminate three operations—flap-splitting, flap- 
laying and flap-trimming—uwhich, on Continental and 
Boulevard heels especially, are slow, costly and_unsat- 


isfactory operations. There is no waiting for breast- 


flaps to dry; a special benefit during muggy weather. 
Consequently Production Men find that they can make 


more shoes in the same space on the same lasts when 


they use BREASTLOCK HEELS. 


And you'll be pleased to know that, in spite of all 
these advantages, most types of shoes cost no more 


with BREASTLOCK HEELS; some cost less. 








Style Shop for the Young Men 





CHIcAGo, ILL.—Recognizing a definite 
and growing market in men’s shoes 
sold from the standpoint of style, Mar- 
shall Field and Company opened a 
short time ago a new moderate price 
shoe department which caters directly 
to the college and young man group. 
The new section is located in an area 
formerly devoted to offices at the south 
end of the regular men’s shoe depart- 
ment on the second floor of the Store 
for Men. 

This new department, in charge of 
Charles S. Campbell, is now doing with 
men’s~-shoes exactly what the Stacatto 
Room opened last Fall, is doing for 
women’s shoes. Shoes both up to the 
minute and slightly ahead of fashion 
are featured at a price available to 
the group most anxious for them. This 
department is already pioneering many 
of the extreme styles that are expected 
to later be adopted in the higher-priced 


and more conservative sections. In this 
section, instead of constantly replac- 
ing stock with the same shoes week 
after week and month after month, the 
stock will constantly be replenished 
with the newest styles as fast as they 
come out or as fast as they are created 
by Field stylists. 

Making a decided bid for the college 
and young men’s type of trade, the 
new section places special emphasis on 
the basic shoe wardrobe idea, and clerks 
are urging customers to buy shoes so 
that instead of having a half-dozen 
pairs of black and brown shoes, their 
collection will include several types of 
street shoes, dress shoes, sport shoes, 
a heavy-soled, rough-weather shoe and 
leisure shoes. 

The section is furnished with com- 
fortable easy chairs and deep settees 
in keeping with the rest of the regular 
men’s shoe section. 





Fall Color Card Issued 


Following the successful Color Coor- 
dination Card for Spring, 1939, issued 
by the Department Store Economist, 
this publication has announced a Fall 
eard, issued June 15. It samples ac- 
tual leather swatches of six “promo- 
tional colors” for coordination in shoes, 
and four addi- 


again planned by Ruth H. Kerr, and 
the colors are those which have already 
been widely accepted in both shoe and 
glove industries. 

Because of the expected sales impor- 
tance of black, particularly in shoes, 
the colors presented onthe Fall card 


are suggested as “promotional” rather 
than basic colors for the accessory de- 
partments. They are also of value for 
the new idea of monotone costumes, 
which are a possible trend for Fall, as 
they make it possible for women to 
select shoes, handbags and gloves 
matched to colors, which will be shown 
in coats, suits and hats for Fall. 

The colors suggested for coordina- 
tion are: 

FUR BROWN—a deeper brown 
toned to this season’s fur colors. For 
accessories with furs and fur-trimmed 
costumes, and for contrast accessories 
to wear with greens, gray, beige and 


tones. 
MOLASSES BROWN—a brown re- 
the new interest in mahogany 
tones. Accessory contrast for gray, 
black and colors. 
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BRICK DUST—a terra-cotta tone, 
suggested for accessories which are 
carefully coordinated. 

CYPRESS—a dark green suggested 
for limited stock only in bags, gloves 
and shoes. 

RED WINE—a bright tone of the 
classic accessory color, suggested for 
limited stocks. Correct contrast fo: 
blues, gray, beige, black and other wine 
tones. 

GRAPE WINE—a Fall color derived 
from the lilac tone of Spring. Sug 
gested for limited stocks only. 

The coordination colors are thos« 
which show greatest promise of dis- 
tribution in shoes and are keyed also 
with costume colors for Fall. 

The accent colors suggested fo 
gloves include American Beauty, Gold 
Green Teal and Taupe Beige. The latte: 
is a color which is being used for spat 
tops in shoes and is, therefore, recom 
mended as a color for special coordina 
tion in gloves. 

The leather samples include calfskin 
kidskin and suede for shoes, suede: 
leathers and glace leathers in glove 
colors, imported and domestic suede 
calfskin and alligator grained calf fo: 
handbags. 

American tanners who have con- 
tributed to the coordination program 
inaugurated by the Department Store 
Economist and who have furnished the 
leather for sampling include Wood & 
Hyde, Jones & Naudin, Alma Leather 
Mfg. Co., A. C. Lawrence, Allied Kid 
Co., Amalgamated Leather Companies, 
American Hide & Leather Co., E. 
Hubschman & Co., Hermann Lowen- 
stein, Ohio Leather Co., R. Neumann 
& Co., Salomon & Phillips, and Surpass 
Leather Co. 





Tell the World 
Your Selling Story 
[CONTINUED FROM PAGE 28] 


Mr. Scherff terms lack of consistent 
show window space as the biggest 
“hazard” in the advertising scheme for 
a retail shoe shop leased in conjunc- 
tion with a department store. Again 
comes the “squeak” philosophy as the 
shoe department consistently calls for 
more space in the windows. Exclusive 
window space is taken as style seasons 
arrive, at least twice annually. Ladies’ 
shoes at Bergner’s are constantly “tied 
in” on the window motifs with other 
apparel. 

“And if we could have a main floor 
window for displays all year ‘round, 
I’m certain we could double our shoe 
sales again,” Mr. Scherff declares. 

The Scherff sales people have an 
X-ray fitting machine constantly at 
hand. Bright, attractive counter show 
case displays surround the sales floor, 
and no comfort is overlooked in the cus- 
tomer’s behalf. The “kicking customer” 
gets immediate attention. Mr. Scherff 
says: “If the lady is not satisfied with 
a $10 pair of shoes she has worn two 
or three months, and if I spend $3,00 
to $5,000 yearly on advertising, isn’t it 
logic that we refund the $10, charze 
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it to advertising, and thus keep a cus- 
tomer rather than create an enemy?” 

That logic, incidentally, is in the face 
of a retail stores agreement in Peoria 
that merchandise kept over six days 
by the customer need not necessarily 
be taken back by the retail establish- 
ment. 

“You cannot develop a shoe salesman 
—they are definitely born,” says Mr. 
Scherff in discussing working person- 
nel. “But you can help a good sales- 
man to know his line better, to under- 
stand customers more quickly, and thus 
increase his personal sales output... . 
It’s surprising to note how crestfallen 
a Salesman can get if a busy day be- 
gins with two or three bad customer 
problems; that’s one place where I 
try to step in and cheer up the em- 
ployee. Result—a sales day not wasted 
after all!” 

Bert M. Wilcoxen, Peoria, is a junior 
partner with Mr. Scherff in the Berg- 
ner leased ladies’ shoe department, 
although the latter holds a wide margin 
of control. Six other experienced sales 
people have served there many years, 
and additional help for sales is always 
experienced whenever possible. The 
last steady clerk to come to Mr. 
Scherff was hired four years ago. A 
young woman, she underwent a regu- 
lar training process—six months work- 
ing solely in the stock department and 
observing, not selling, on the floor until 
she was completely versed in the busi- 
ness. Mr. Scherff keeps two steady 
sales women; the others are men. 

In the face of the foregoing facts 
which indicate his business acumen and 
aggressiveness, Mr. Scherff is surpris- 
ingly modest about his success, al- 
though he is eager to pass on any point 
that may help some other retailer. 

“We must not forget,” he reminds, 
“that Peoria is definitely one of the 
brightest business spots in the nation, 
and that fact naturally reflects in re- 
tail shoe sales. Too, the Bergner ladies’ 
shoe department is more or less ex- 
clusive, locally speaking, to the extent 
that we deal in a quality and price 
range not quite duplicated by other 
shoe stores in the city. We offer quality 
shoes, plus customer satisfaction really 
guaranteed, at prices women are will- 
ing to pay. 

“And there you have our story,” Mr. 
Scherff concludes. “Boil it down and 
you come out right where you began— 

“Don’t be afraid of hard work. Know 
your product. Offer quality at a reason- 
able price. Remember the customer is 
always correct. Shout your offerings 
to the house-tops. Then you'll find we 
have the correct idea— 

“It’s the squeaking wheel that gets 
the grease!” 


Returns to Work 


Sgatttz, WasH.—L. Jack Conley, 
women’s shoe buyer for Frederick & 
Nelson, returned to work the middle of 
June after being laid up three weeks. 
Chester Greere had charge of the base- 
ment women’s shoe department during 
Mr. Conley’s absence. 


<0! TUTE lop 

> CHECK 
S these 

advantages 


rich authentic colors 
match popular shades of 
upper leathers. 


2 
lay flat in the shoe—do 
not wrinkle or scuff. 

3 


fine, leather-like surface 
resists wear—keeps its 
good-looks. 


< “ 


[45] 


We use LEATHER 


to make a 


LEATHER SUBSTITUTE! 


Nothing can take the place of 
leather in making a quality sub- 
stitute for leather. RELETHA 
is scientifically manufactured 
from leather and other strong 
fibers. Naturally, it is a more sat- 
isfactory substitute for leather 
sock linings than other less 
durable materials. It has a 
finer, more durable finish .. . 
is more leather-like in appear- 
ance ... has a firm, leathery 
pliability . . . and does not 
wrinkle or crack. Your manu- 
facturer may be using it. Play 
safe by asking him—it will pay. 


PROSPECT MILLS CORP. 
15 Chestnut St. 
CAMBRIDGE, MASS. 


KE CEs ee 


QUALITY SUBSTITUTE FOR LEATHER 
SOCK LININGS and HEEL PADS 








Attractive Display on World’s Fairs Theme 
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SALESMEN WANTED 


LINE WANTED 








Manufacturer of gold and silver mesh 
for evening slippers wants salesmen 
who call on shoe factories in St. 
Leuis, New England, and New York. 
Liberal commission. 
VAN ARDEN FABRICS 
38 E. 32nd St., New York City. 








]F you are interested in a man who has had 
years of shoe selling experience to the chain 
stores and retaii trade in Metropolitan New 
York and environs with a vast acquaintance, I 
offer my services—am desirous of obtaining a 
real line of boys’, children’s and girls’ shoes, 
also women’s style shoes—Will guarantee to 
A-1 services. Address $290, care 
& Shoe Recorder, 239 West 39th Street, 

New York, N. Y. 








SALESMEN—Carolinas, Maryland, Virginia, 
Ohio, Indiana and West Virginia. Popular 
priced wholesale line of juveni . Ad- 
dress $304, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


SALESMEN for Western Penna. and West 
Virginia, also Baltimore, Washington and 
Virginia, to carry outstandi: in stock line 
Men’s $3.00 retailers, 100 styles. No objec- 
tions to carrying non-conflicting line. Com- 
mission Basis. Address $295, care Boot & Shoe 
nae 239 West 39th Street, New York, 








WELL known trademarked in-stock children’s 
and growing girls’ line has opening in 
Michigan. Will advance expenses to right man. 
Address $297, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


SALESMEN—All territories open—New line 
Growing Girls’ Goodyear Stitched Sport Ox- 
fords carried in stock—$2 retaile ide line 
men also considered—Commission Basis—Give 
references and territory covered at once. Ad. 
dress £299 care Boot & Shoe Recorder, 140 
Federal Street, Boston, Mass. 


SALESMEN WANTED—Must have follow- 

ing to sell new line of smart, Glues ate 
of Rubber Sponge Brushes, specially trea to 
clean suede shoes, gloves, handbags, belts, felt 
hats, gabardine shoes. Quick sales. Fast re- 
peat business on these beautiful and attractive 
brushes. All territories open. Li com- 
missions. References confidential. Address 
#302, care Boot & Shoe Recorder, 239 West 


39th Street, New York, N. Y. 











FOR RENT 





MODERN three story brick buildi just 

vacated by shoe f Town 1500 popu- 

bulla in first class shape re 

i was n c pe recen 

at rye A pletely wired for 
Rent. Address 

Sec Retail Merchants Assn.. MINSTER, 

OHIO. 





DEPARTMENT TO RENT 





to $5.00. Address $294, care Boot & 
Recorder 239 West 39th Street, New York, 





Do You Wish to be Represent- 
ed in St. Louis on Strictly 
Commission Basis? 


Have wonderful main floor location in the 
heart of the wholesale district and shoe 
chains. 

Many buyers visit this market from all over 
the United States—am well known to all. 
Am interested in getting the sales on the fol- 
lowing lines: 


1—Women’s fast novelty in stock 
line—$2.00, $3.00, and $4.00 re- 
tailers. 
2—Women’s novelty make up line to 
the volume trade—$3.00 and 
$4.00 retailers. 
%—Women’s in stock corrective line 
—$3.00 and $4.00 retailers. 
Have sufficient display cases, tables and win- 
dow space for display signs, etc.—also in- 
tend direct mail advertising to the trade, can 
also cover Chicago regularly if necessary. 


WRITE! WIRE! 


DAVE SAIFER 
1210 Washington Ave., St. Louis, Mo. 











Chicago! 

FORMER successful representative of leading 

European shoe manufacturers, in America one 
year, desires connection as the Chicago repre- 
sentative of a responsible firm. No objection to 
establishing a stockroom. Reliable. Best ref- 
erences. Can furnish bond. Address %300, 
care Boot & Shoe Recorder, 209 South State 
Street, Chicago, Ill. 


FOR LEASE 


OR LEASE—Shoe Department space in on 

of Oklahoma’s best ready to wear stores 
Population 10,000. Should sell $12,000.00 u; 
annually. Fixtures furnished. Box 833, Guthric 
Oklahoma. 

















POSITION WANTED 











YOUNG progressive reliable shoe man, wants 
advancement, college graduate, experience i: 
pattern, receiving, purchasing dept. Am 25 
years of age, not married, willing to go any 
where. Address $303, care Boot & Sha 
a ual 239 West 39th Street, New York 













OOKKEEPER - accountant - correspondent 

Young man, good personality; wide acquaint 
ance, recent experience in shoe business—met 
ropolitan New York. Competent stenographe 
and typist. Interview at any time. Pho: 
Navarre 8-3449, Forster. 















EXPERIENCED girl for office of shoe man 
facturer; full charge bookkeeping, stenog 
rapher, office manager, excellent references 
Address $292, care Boot & Shoe Recorder, 23 
West 39th Street, New York, N. Y. 












OP-NOTCH artist desires position as d& 

signer of women’s shoes with shoe factory o: 
pattern maker. Also capable of handling new 
paper and magazine lay-out advertising. San 
ples on request. Address $298, care Boot & 
Shoe Recorder, 239 West 39th Street, Ne 
York, N. Y 
















ALESMAN of many years’ experience. Larg 

acquaintance among trade. Coiling jobbing 
mail order and chain stores on women’s pop 
lar pticed shoes. Address $305, care Boot & 
Shoe Recorder, 239 West 39th Street, Ne 
York, N. Y. 



















BUSINESS OPPORTUNITY 


H'c# Foy established retail shoe store will 

consider partner; expansion purpose; prefer- 
ably salesman, er, where ability can be 
used to advantage in the South. Address $293, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 








FOR RENT 





HOE store. Growing Bronx community with 
30,000 population in vicinity. Newly 
tated, new chairs. Low rental, 5 year lease. 


With or without stock. Address 2301, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 


SHOE store wanted: write full informatio: 


able. Address $296, care Boot & 
corder, 239 West 39th Street, New York, N. \ 









WANTED TO PURCHASE 





will consider CASH transaction if reason 
Shoe R« 















































CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
mum 75 cents. For all other classified advertisements the rate is 7 cents per word. 
When a box number is desired twelve words should be added for the address. In 


advertisements is $5.00 an inch with a maximum of 46 words. 
in advance. 









Minimum charge, $1.25. 
all other cases each word of the 
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WANTED TO PURCHASE 








Buyers of Surplus Stocks 
We will buy surpius or entire stocks of chess 

rm jobbers or retailers 

QUANTITY HO OBJECT 








SARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, WN. 
Telephone WORTH 2-5180-5181 
































Charles F. Trager 


MILWAUKEE, Wis.—Charles F. Tra- 
ger, retired salesman for the Copeland 
& Ryder Co., Jefferson, Wis., shoe man- 
ufacturers, died in a local sanitarium 
June 14. Mr. Trager, who was well 
known to the shoe trade in the terri- 
tory he covered for the firm, is sur- 
vived by a daughter. 


James S. Renner 


HUNTINGTON, IND.—James S. Ren- 
ner, for many years engaged in the 
retail shoe business in Huntington, 
died at his home, here, recently, after 
a short illness. He was widely known 
in this part of the state. For several 
years he served as township trustee of 
Huntington township. 


James M. Daley 


Swampscott, Mass.—James M. 
Daley, 61, originator of the cooperative 
shoe manufacturing and retailing idea, 
died June 16 of a heart attack as he 
prepared to attend one of the final meet- 
ings which was to result in organiza- 
tion of another cooperative plan by 
which shoe workers would have a mone- 
tary interest in their work. 

Known internationally as “Golden 
Rule Jim,” Mr. Daley began as a shoe 
worker in Rochester, N. Y. As a young 
man he went to Lynn and advanced to 

_ Superintendent of the Cushing Shoe 
Company. When the company went out 
of business he conceived the coopera- 
tive idea, and eventually there were 
three cooperative factories and many 
retail stores. Still later he took over 
a hosiery factory in Pawtucket, R. L., 

‘and by means of the cooperative plan 

"ave work to hundreds of hosiery 

workers. 


Phil Fleischer Director 


Through an oversight, the name o! 
Phil Fleischer, of Fleischer’s, Canton, 
Ohio, was omitted from the list of 
directors of the Ohio Shoe Retailers’ 
Association elected during the recent 
Midwest Shoe Fair, in Cincinnati. 


Wichita Retailers Expect 
Good White Business 


Wicuira, Kans.— Weather condi- 
tions in May were so favorable that 
Wichita shoe retailers report business 
for the month far ahead of a year ago. 

The outlook for June business is 
bright, and it’s well on its way to be 
a big month for white sales. 

C. C. Marcy, of San Francisco, ar- 
rived in Wichita recently to become 
manager of the Florsheim shoe store, 
succeeding Art Halcomb, who resigned 
because of ill health. He was accom- 
panied here by Gene Ferguson, forme: 
Wichita manager, but who has been 
with the Florsheim office in Chicago 
for the past ten months. 

Jonn Boerger, of the Miller Boot 
shop, believes that women still like 
the open toe and that business would 
have been better had retailers not 
pushed their sale back in January, but 
left promotion until the warm weather. 
He looks for a good business in open 
toes in the better shoes for Fall and 
expects sales to get underway in July 
on the new Fall footwear. 

The men’s department of Jones- 
O’Neal Co. report a larger business in 
men’s sportwear shoes in the two-tones 
than ever before. More whites will be 
sold this Summer than previously. 

T. Farha, of Farha Bootery, says 
while May was a good month, he ex- 
pects June to be mucn better. June 
dollar day, June 7, brought a demand 
for all types of footwear. 


David Gilbert 


Fort WortH, Texas—Funeral ser- 
vices and burial for Dave Gilbert, 45, 
who died in New York City, June 8, 
after an operation, were held in Fort 
Worth on Sunday, June 11. Mr. Gil- 
bert operated his own shoe store in 
Fort Worth until seven years ago, 
when he moved to New York to become 
connected with a California shoe house 
with headquarters in New York. 

He is survived by his wife and two 
sons, of New York, and two sisters 
and two brothers. 
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MERCHANTS’ NEEDS 











BRANNOCK SHOE- 
FITTING SYSTEM 
1 INCREASE REPEAT SALES 
Satisfied customers return 
2 ATTRACT NEW CUSTOMERS 
One tells others 
3 SAVE % OF FITTING TIMF 
Cut down try-ons 
Write fer Deseriptive Felder 
Brannoek 


and tsi of shoe factories offering 
Bt special cooperative price. 


Devices 











Wisconsin Shoe Retailers 
Assn. Reelect Officers 


All officers Wisconsin Shoe Retailers 
Association were reelected as follows: 
Clarence Newell, Waukesha, president; 
Jack F. Wetzel, Milwaukee, vice-presi- 
dent; William F. Wuerl, Milwaukee, 
secretary-treasurer; Oscar Thureen, 
Viroqua; Arthur Huegel, Madison; 
Thomas E. Sullivan, Fondulac; John 
Julien, Eauclaire and C. M. Roussy, 
Milwaukee, directors. Association 
adopted resolution opposing general 
state sales tax and another recommend- 
ing that publicity concerning radical 
style changes appearing in style and 
general publications with no stake in 
the shoe business be checked with the 
National Shoe Retailers Association 
before release. The resolution declared 
that such propaganda has resulted in 
too rapid style fluctuations thereby de- 
feating the efforts of the retailer in 
his attempts to serve the public in- 
telligently and economically. 

Milwaukee was selected as the 1940 
convention city. By keeping in mind 
the three functions of the foot, the 
shoe retailer will be better able to fit 
his customers properly, Sidney Lein, 
vice-president, Wisconsin Health Spot 
Shoe Shops, Inc., Milwaukee, declared 
in addressing the convention Tuesday 
afternoon. Mr. Lein warned retailers 
against getting customers on the de- 
fensive. “Our repeat business comes 
from what we do in our stores,” he 
said. “Sell the customer on the last 
rather than on the size and they will 
come to believe that your store is the 
only one to purchase that shoe.” Mon- 
day night banquet in the sky room of 
the Plankinton attracted some 300 re- 
tailers, salesmen and their wives. 
Speaker of the evening was Howard 
T. Ott, exalted ruler, B.P.O.E., Milwau- 
kee, who also served as toastmaster. 





